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DMAA’S ANNUAL DIRECT MAIL LEADERS 
CAN NOW BE ON YOUR BUSINESS BOOKSHELF 
FOR READY REFERENCE 


ne Direct Mau Apvertisinc Association and The 
Reporter of Direct Mail Advertising take pleasure in 
announcing a new service for all users and producers 
of direct mail advertising. Beginning this month, The Re- 
porter will publish—in handsome portfolio format—1I2 cam- 
paigns of winners of DMAA’s annual Direct Mail Leader's 


Contest. The series will be titled Adventures In Selling. 


If you are a member of DMAA, you will receive this series 
at no cost as a regular part of your association membership. 
If you are not a member, you may subscribe to this new 
service this first year for $7.50... by filling in the coupon 
below and mailing it to The Reporter, or by writing on your 


business letterhead, 


Twelve of the nation’s top campaigns will be at your 
fingertips to study as they arrive; to review at planning time; 
to acquaint new advertising people how direct mail works 
in many different situations; to use in your budget presen 


tations to management; in so many ways. 


BOUT THIS NEW SERVICE: For years, the idea ol 
translating DMAA’s annual winners into a ready reterence 
has been discussed many times. Then last March, when 
Robert F. DeLay assumed the presidency of DMAA, this 
discussion was reopened, and serious consideration was 
given to this idea as an extension of DMAA service. Many 
ideas were explored to determine the best presentation for- 
mat. It was decided that there was a lot of merit to keeping 
each campaign separate... more logical, more useful. And 
so it was decided that each campaign would be described, 
illustrated and sampled (where practical) in its own 834” x 


118,” portfolio. 


EDITORIALLY:—We will present the objectives, plan, 
schedule and results of each campaign. We will start with the 
information as presented in the original portfolio on file in 
DMAA’s Library at 3 East 57th Street, New York 22, New 


York... and then expand this information through inter- 


views with each entrant to update and more fully explain 


campaign particulars. 


PRESENTATION :—Each portfolio will contain 81," x 11” 
bristol inserts on which will be illustrated the specific mail- 
ing pieces. If letters are involved, you'll be able to read them, 
You'll be able to see and read the mailing pieces that made 
the campaign a winner. Where practical, we will try to in- 
clude an actual sample of an interesting mailing piece or 
letter, to give you a real feel of what was done. We'll do ow 
best to bring you from creators and producers of the cam 
paign, as much information about lists, copy and format as 


can be revealed. 


his first year—as a pilot venture—The Reporter will pub 
lish just 12 campaigns. Next year, we'll tackle the full list 
of about sixty. The set of 12 will be housed in an attractive 
sleeve or sheath so that you'll be able to keep them in one 


place. 


\s a member of DMAA, or as a subscriber to this new 
service, you will receive a campaign a month. By next 
December your sheath will contain 12 campaigns picked to 
bring you a cross section of what American business is doing 


to promote sales and service through direct mail. 


Any advertising expert would advise that we should have 
dominantly illustrated this new service to show what it looks 
like. We felt, though, that in space available, we'd rather 
detail in words what each campaign is like. You can depend 
on our word that it is handsome, informative, worthwhile 
Should you not agree, however, upon inspection that the 
service is all that was promised, we will refund your money 
at once and cancel your subscription. And you may keep 
your first issue, Portfolio No. 1—The General Foods Story— 
with our compliments. 

Subscribe now by using this coupon. Please check the ap 
propriate box—whether you'd like us to begin full service at 
$7.50 or just send you the first issue for $1.00 for your in 


spection. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
224 Seventh Street, Garden City, New York 


| wish to become a charter subscriber to your new Adventures In Selling service which 
includes 12 current winners of DMAA’s Annual Direct Mail Leaders contest. 


[} My Check for $7.50 enclosed with this coupon 
[] Would like to see first issue . . . $1.00 is enclosed. 
Nome ...... 


Type of subscriber to The Reporter 


Please bill me 


These 1959 Campaigns 
Will Be Reviewed 


General Foods Kitchens 
Cessna Aircraft Corporation 
Canadian National Railways 

Stran-Steel Corporation 
The Grit Printing Company 

M. E. L. Division—Ford Motor Co. 

Eagle Pencil Company 

Bank of America 
International Business Machines Corp. 
Slant-Fin Radiator Corporation 
Albany Products Co., Inc. 
Office Overload Co., Inc. 
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WANTED! 


Talented People, With Direct Mail, 
Couponed Advertising, Mail Order Or Direct Selling Experience, 
For An Enormous New Frontier —PRECISION MARKETING 


We hope that some men and women now 
doing well in the direct mail, couponed ad- 
vertising, mail order or direct selling fields, 
but with talents which qualify them for even 
bigger jobs, will get in touch with us. 

You may well not have given a thought re- 
cently to moving to another job even though 
you probably have had “feelers” from people 
you know in the field. Chances are you’ve 
been gratified by such inquiries but have 
passed them by because they didn’t offer 
enough more in the way of money, challenge 
or other incentives than your present job. 

If that’s your situation, we may have some- 
thing very interesting for you. During the 
past several years, a lot has been happening 
in these fields. 

Direct mail and couponed advertising on a 
large scale are not new, of course. Some of 
America’s leading magazines have built 
their circulation largely through the use of 
the mails. One insurance company has had a 
9900‘, increase in premium income to be- 
come in a few short years one of the giants 
in the field, using direct mail and couponed 
advertising to produce leads for salesmen. 
Some of the largest soap, food and auto man- 
ufacturers are now large users of the mails 
and couponed advertising. 


MAIL TALENT, 


39 Glenbrook Road, Stamford, Conn. 


But all these activities are growing more 
rapidly than ever now that so many of the 
largest national advertisers in every field 
are beginning to understand and appreciate 
PRECISION MARKETING — the kind of 
predictable, measurable results which people 
like you have been enjoying right along. 
This means that there are now new and 
broader opportunities for you to cash in on 
your experience in a big way. If you have 
genuine talent, it is not at all out of the ques- 
tion that you can relatively quickly double— 
or even triple—your present earnings. Our 
clients, important advertisers and agencies 
in New York, Chicago, Florida and Detroit, 
are paying for this “talent hunt’’—there 
would be no fees for you to pay. 

There are openings at all levels, including 
some in the high five figures—and we mean 
high!—for top-flight specialists, marketing 
V.P.’s, ete. Many varied direct mail, mail 
order and direct selling talents are needed, 
including writing, planning, direction of 
creative people, media and list selection, re- 
cruiting, training and management of sales- 
men, measurement of results, cost controls 
and so on. 

Whatever your combination of these talents, 
please write now and tell us about them— 
and yourself. Your contact with us will be 
held in strict confidence. 


INC. 


Telephone: DAvis 5-4301 


Consultants on Direct Mail, Mail Order, Couponed Advertising, Direct Selling and Related Precision Marketing Methods. 


P.S.1f you are a firm or an advertising 
agency in need of the kind of talents 
described above, we would, of course, be 
pleased to hear from you, too, as to 
your interests and requirements. 
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DMAA News 
Lerrer Copy—by Paul Bringe 
Copy——by Orville Reed 


NAMES IN THE NEWS 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


How A Orver Firm Processes Ue To 8000 Orvers A Day 
most any shape—in any posi- Durie Tue Season—/rving Silberman 

tion. And Tension assures “per- 
imeter sealing” of the window 
patch for smooth, snag-free 
insertion. 


NO 


FEATURES 


How Acencies Can Make Money Wiru Curent’s Direct Mat. 
Vichael J. Rich 


How To Antraconize Eprrors— Edward Tatnall Canby... . 


A Inviration 


>N 


NO! 


vet 


How Fast Peopte Forcer 


EWN 


How To Promote Sates Our NeicusBors Overseas 
Otto D. Smith 


ee ension Envelope Cor 


Kansas City 8, Missouri 


* TENSION 


Please send me, without obligation, 
free samples of Tension Creative De- 
sign Display Window envelopes used 
by other firms in our field 
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PUBLISHING OFFICES: 
224 Seventh Street 


Garden City, L. I., N. Y. 
Ploneer 6-1837 


Henry Hoke, Jr. 
Publisher 


Dudley Lufkin 
Field Editor 


M. L. Strutzenberg 
Business and Readers Service 


G. M. Bornbusch 


Circulation 


M. K. Coleman 
Advertising and 
Merchandising Production 


EDITOR: 
Henry Hoke, Sr. 
3 Bluff View Drive 

Belleair 
Clearwater, Florida 


ADVERTISING OFFICES: 
NEW YORK 


John J. Patafio, Jr. 
224 Seventh Street 
Garden City, L. 
Ploneer 6-1837 


MIDWEST 


J. K. Rotskoff 
605 N. Michigan Ave. 
Chicago 11, Illinois 
DElaware 7-0120 


WEST 


H. L. Mitchell & Associates 


1450 Lorain Road 
San Marino, California 
CUmberland 3-4394 


Advertisers Addressing System, St. Louis, Mo. 


NOW TIES MAI 


UP to 700 SACKS per DAY! 


Mr. Jerome Osherow, president of 
Advertisers Addressing System, large 
St. Louis lettershop, states “...we 
have added two more Bunn Tying 
Machines in the past few months and 
our tie out production has jumped 
as high as 700 sacks of mail per day. 
We're primarily interested in low 
operating costs and find that the in- 
creased speed of the Bunn machine, 
plus the double wrapped tie is far 
more economical. We'd have to add 
7 extra people to our staff if we 
didn’t use Bunn machines.” 

A.A.S. uses Bunn machines, seven 


B. H. BUNN CO., 7605 Vincennes Ave., Dept. RD-10, Chicago 20, Ill. 


in all, at their postage meter sta- 
tions, inserting department and the 
delivery end of their 14 automatic 
addressing machines. 


Operation is simple and fast. Po- 
sition the mail, step on the trip and 
you get a complete wrap and tie in 
only 1% seconds! This is 10 times 
faster than hand tying! The Bunn 
machine adjusts automatically to take 
bundles of any size or shape. 

Bunn automatic tying can cut your 
costs too! Send today for complete 


data. 


Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., Dept. RD-10 


GET THE 7605 Vincennes Ave., Chicago 20, Ill. 


WHOLE STORY 


Send today for 
this fact-packed 
booklet, which 
illustrates the 
many advantages Name 


() Please send me a copy of your free booklet. 
(] Please have a Bunn Tying Engineer contact me. 


of Bunn Tying 
Machines. Cc 


Or let a Bunn 


Tying Engineer 


show you. 
No obligation. 
City 


Zone State 


9703 
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INSIDE 
OCCUPANT 


It's wonderful to drive relaxed along 
a scenic highway. Or maybe you pre- 
fer boats . a 30 or 40 horse out- 
board oy a mountain lake? 

But boats or cars aren't any good 
by themselves . . . you need the high- 
way or lake to enjoy them properly. 

Yet there are advertisers who don't 
use, but still need the one mediun 
that will let them enjoy the results of 
more effective advertising. 

Occupant Mail Advertising has 
proven a powerful media. It puts you 
in direct contact with all of your real 
and potential customers. Results are 
readily measured. Occupant lists avoid 
duplications and only residences are 
used, no business places. 

Just determine your trading area 
and Occupant Mail Advertising can 
go to work for you. Unfortunately 
many advertisers haven't even heard 
of a trading area. Others may have 
entirely false ideas of their own trad- 
ing areas. Yet the profits of advertising 
are in your own trading areas, not 
elses. 

Has your Occupant Mailing effort 
been successful? . Have you any 
questians you want clarified? There 
must be many stories and questions 
about Occupant Mail that should be 
aired in this column for the benefit of 
every advertiser interested in Occu- 
pant Mailings. Tell us your story. Ask 
We will use this 


column to keep you and the industry 


us your questions, 


posted about the gomgs-on “Inside 
Occupant Mail.” 

Those who write will receive the 
hook “How to Think About Occupant 
Written by Will 


Storing, a recognized authority. it con- 


Mail Advertising.” 


tunis capsule case histories and 
tips about the profitable use of Occu- 
pant Mail. A valuable addition to 


your library. 


Les Cullman, Pres. 


ONTLA 


239 N. Fourth St., Columbus 15, Ohio 


PARTMENT. 


We welcome your direct mail ideas and news items for this department. 


| Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224 -7th St., Garden City, N. Y. 
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THOSE SKIP-TRACER outtits will 
be running into more trouble much 
tougher trouble than the complaints 
filed by the Federal Trade Commission 
There ts a new Public Law 291 passed in 
the last session of Congress. It prohibits 
the use by collecting agencies or private 
detective agencies of any emblem, in 
Signa or name which conveys the im 
pression that it is an official U.S. agency 
Most of the skip-tracing outfits have used 
eagles, Treasury Building, or words like 
‘National, Federal, United States.” ete 
in tricking people to send in their name 
and address and other details im the 
hope of receiving an unexpected amount 
of money. Violation of the new law ts 
punishable by a year’s imprisonment or 
41,000) fine, or both. As reported pre 
viously, we have no sympathy for dead- 
beats but we agree with the Better 
Business Bureau and the FTC that any 


deception practiced in the mail ts bad 


eee 
THE FINANCIAL POST Directory 
of Directors has just been published by 
Maclean-Hunter 
481 
Ontario. Book lists directors and execu 


Publishing Company 


University Ave.. Toronto &, 
tives resident in Canada. their positions 
business and home address. Part [lists 
the men alphabetically while Part IL lists 
the businesses with cross reference to 

the individual names 

— 

eee 
THE PARCEL POST ASSN. (Bil! 
Henderson, secretary) has instituted in- 
junction proceedings against the Post- 
master General and the ICC Commis- 
sioners to prevent 
post rates scheduled to go into effect 


increases parcel 


February 1, 1960. It is a confus ig case 
If you want to keep up to date, ask Bill 
to send you bulletins. His 
Woodward Building, Washington §, D. ¢ 


TENTH ANNUAL Lithographic 


Awards Competition is now under way. 


address 


306 winning specimens will be selected 
from SI different classifications. ranging 
from direct mail pieces to 24-sheet post- 
ers. Final deadline for entries is January 
18. 1960. Winners will be presented with 


award certificates on April 25, 1960 at 


Lithographers & Printers National Assn. 
$Sth annual convention at Boca Raton 
Hotel & Club, Boca Raton, Fla. Later, 
the winning entries will tour the country. 
You can get more information from the 


association at 597 Fifth Ave.. New York 
17. N. Y. 

eee 


A $1000 CHECK was awarded to 
Alan J. Frick, a paper 
Genesee Valley Paper Co.. and winner 
of a recent Text Paper Contest spon- 
sored by 14 
papers in the US 
4500 entries from all over the country. 
Entrants had to think up a slogan in 


salesman for 


manufacturers of text 


Contest received 


10 words or less describing the uses 
and advantages of text paper Mr 
brick’s winning phrase? “Text papers 

for textures, color and a lasting im- 


pression” written, he says, at the 


kitchen table while waiting for company 


to arrive for dinner. Check was pre- 
sented by M. C. Dobrow (left) Executive 
Secretary of the Writing Paper Manu- 

fucturers Association. 

eee 
AN ART CONTEST is being con- 
ducted by Zellerbach Paper Co., 534 
Battery St., San Francisco 26, Calif. Ken 
Morgan is the contest chairman, accord- 
ing to Glory Palm Carlberg, advertising 
& sales promotion manager and ex- 
DMAA board member. Contest is for 
best art posters to get out the vote in 
1960. Entries are strictly limited to col- 
lege students in states covered by the 
West, 
California, 


Advertising Association of the 
namely: Alaska, Arizona, 
Colorado, Idaho, Hawaii, British Colum- 
bia, Montana, Nevada, Oregon, Utah, 
Washington, Wyoming. Deadline for en- 
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tries is March 31, 1960. Many fine prizes. 
Winning posters will be published and 
cistributed as a public service. College 
students in western area are urged to 
write for information and entry forms. 
Others should not apply. 
— 
eee 
THOMAS COLLATORS INC., 100 
Church Street, New York 7, N. Y., has 
just announced their new 12 station fully 
automatic office collator—The Gather- 
matic Collator. Machine is aimed at 
those markets that cannot justify large 
capital outlay for collator, but need de- 
pendable and accurate service. The 


Gathermatic, priced at about $3,000, can 
gather duplicated sheets at rate of 6.000 
hourly. and handles up to 12. pages 
Each station can handle about one-half 
ream. Machine is equipped with a miss 
and double sheet spotter to prevent error 
When stacking, it arranges piles in criss- 
cross fashion for easy handling 
— 
eee 

tO TEST READERSHIP of his house 
magazine. Diamond, Edwin H. Roper, 
advertising manager of The Bentson Mfg. 
Co. Inc.. Aurora, Il hit upon a good 
idea. In order to tell whether office equip- 
ment dealers were reading Diamond, the 
November 1959 issue carried (without 
any previous publicity) an editorial an- 
nouncement about a new free booklet of 
“suggested specifications for top quality 
steel desks and filing cabinets.” The story 
did not dominate the &-page issue, but 
it started on the first page with just three 
inches of type and continued on the back 
page with more information. A very 
plain post card was inserted into the 
issue, but Mr. Roper deliberately did 


SHORT CUT 


to more effective selling 


When salesmen are lost in a 
maze of unproductive calls, 
give them a short cut to sales 
with a planned direct mail 
program. 


Direct mail, applied selectively 
to active markets, draws out 
responsive prospects ...cuts the 
number of call-backs... 
guides your salesmen to more 
profitable performance. 


For a short cut to successful 
direct mail, call on the 

creative experience of the 
Hickey Murphy Division of 
James Gray, Inc., direct mail 
specialists for thirty-nine years. 


Learn how this experience can 
help you by writing for a free 
copy of the informative booklet, 
How To Put Action Into Your 
Direct Mail. 


not use a business reply permit. The 
dealer had to place a 3 stamp on the T H E H | C K E Y M J R P ” Y D | y | S$ | 0 N 
post card. Two thousand copies were 


mailed. Slightly more than one thousand 0 F J A M ES 6 . AY i N C 
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GOES brings you the 
most complete line of — 


BORDERED BLANKS 
CERTIFICATES 
WARRANTY FORMS 
INSTRUCTION FORMS 
MEMBERSHIP BLANKS 
AWARD BLANKS 


All done in striking .. . original 
designs . . . executed in one, two 
or three colors... by craftsmen 
proud of their skills. 


All Ready For Your Over 
Print . . . Ready for you to 
show and sell Ready to 


add to your PROFIT... 


Goes Bordered Blanks and 
certificate samples are yours... 
for the asking. 


WE'LL PUT COLOR 

IN YOUR 
Point of Purchase Displays 
... Covers . . . Promotions 


Use GOES $1,000,000.00 
library of 
ART + PLATES + ORIGINALS 


CHILDREN + GIRLS OUTDOORS 
SCENICS + SPORTS + ANIMALS 


They are available to you in 
the popular priced line of full 
color TRUICOLOR prints — 
sizes 3” x 4” to 22” x 28”. 
YES ... Samples are available 
now ... send your request on 
your letterhead. 


Goes 


LITHOGRAPHING CO. 
42 W. 61st St. + Chicago 21, Ill. 


dealers requested booklets within a few 
weeks after the mailing with more 
returns coming in each day. According 
to Mr. Roper this little test proved: 
“(1) That the Diamond is read; (2) that 
the booklet was something the dealers 
wanted and needed: and (3) that the fact 
we presented it as a ‘service’ rather than 
an ad brochure had quite a lot to do 

with its acceptance.” 

— 

eee 
A NEW PAPER CALCULATOR is 
being offered by Eastern Paper Co. of 
Bangor, Maine. The wheel-type device 
provides a fast and practical way to de- 


SASTERWN 


PAPER CALCULATOR 


termine equivalent ream weights in any 
substance of book, bond, ledger, writing 
or cover paper. It's available from the 
mill or frem franchise paper merchants. 

— 

eee 
) TALKING ABOUT SLIDE or wheel 
charts . . . we recently received a pocket 
portfolio from Robert Silvert, sales man- 
ager of Perrygraf Corp., 150 S. Barring- 
ton Ave., Los Angeles 49, Calif. The 
portfolio contained about a dozen inter- 
esting examples of current users of these 
devices. Wonderful what can be done 
with them .. . for all sorts of purposes. 
The Perrygraf Corp. claims to be the 
founder of the slide chart industry. They 
have offices in many cities throughout 
the United States and some of you Re- 
porter readers might like to get hold of 
the current specimens and also descrip- 
tive literature about the sales possibilities 

of slide or wheel charts. 

eee 
WE NEED A NEW DEFINITION 
for some things used in direct mail to 
attract attention, but which are not 
gadgets in the usually accepted sense. 
Gadgets are mostly small miniatures 
tipped en to a letter. But some enter- 


prising promotors in the direct mail field 
have used other things besides gadgets. 
Perhaps they should be called sales gim- 
micks. If you are interested in such 
things, write to the Marvic Advertising 
Corp., 861 Manhattan Ave., Brooklyn 
22, N. Y. and ask for their new 40-page 
catalog which doesn't mention the word 
“gimmicks” but which describes “unusual 
creative sales ideas.” There are all sorts 
of small games, tricks, unusual products 
with some sort of gag. Some people have 
used them with great success. The Marvic 
catalog may give you a few useable 
ideas. 

— 

eee 


A DEMONSTRATION BOOKLET 
proves that many startling things can be 
done by printing black ink on various 
colors of paper. It was produced by the 
Dyes and Chemicals Division of E. LI. 
duPont deNemours & Co., Wilmington 
98, Del. It was mailed to about 3,200 
artists working in graphic arts fields. A 
beautiful x 20-page, plastic- 
bound job . . . designed by Edward G. 
DeMartin: edited by Richard P. Price, 
Jr.: production supervised by Mark H. 
Mull. Purpose, of course, was to help 
increase demand for colored papers made 
with DuPont dyes. The die-cut cover 
printed with black on black is a knock- 
out. Roy M. Barnes, Jr.. manager of 
sales promotion for Dyes Division, might 
be able to get Reporter readers a copy. 
— 


| THE CIRCULATOR is a new news- 
letter being published by Circulation 
Associates, 226 W. S6th Street, New 
York 19, N. Y. Not a newsletter, editors 
claim they'll offer a roundup of direct 
mail production ideas and information, 
but won't go into campaign § themes. 
copy ideas, personalities or industry 
affairs. First issue deals with economy 
in using paper and gummed address 
labels. 


| COPY EXPERTS advise neophytes to 
use as few adjectives as possible. Makes 
for clearer writing. But Business Week 
promotion experts recently pulled out all 
the stops and used 14 adjectives in ex- 
plaining their opinion of B. F. Goodrich 
advertising. Their recent folder is a 
tricky affair, measuring 534 x 8'2 inches. 
It is printed on seven different colors of 
paper and each sheet is about *s-inch 
shorter than the following one. That 
means when the folder is taken out of 
the envelope there is a rainbow color 
effect . . . and just one word printed on 
the exposed underneath sheet. The inside 
flaps. when opened, expose reproductions 
of Goodrich advertising since 1936 . 
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in Business Week, of course. The adjec- 
tives used to describe Goodrich advertis- 
ing are: “Stubborn, persistent, insistent, 
consistent, unwavering, unswerving, per- 
manent, continuous, persevering, resolute, 
durable, stable, loyal . . . and successful.” 
A wonderful case history. 


eee 
~) STRIPPRINTER is a new photo com- 
posing machine developed by StripPrinter 
Inc., S11 N.W. Third Street, Oklahoma 
City, Oklahoma. Has no motors or gears, 
requires no darkroom, and is small and 


light weight. Type sizes range from 14 
pt. to 96 pt. with 500 styles available. 
Three-year maintenance free guarantee 
with every machine sold. Full informa- 
tion available by writing StripPrinter. 
eee 
} SYNDICATED PAMPHLETS to im- 
prove salesmanship seem to be popular 
these days. Quite a number of firms are 
specializing in producing and selling these 
books to large companies who want to 
keep their salesmen on their toes. One 
recent booklet was interesting: “It Pays 
to be Customer-Minded.” We liked the 
copy and illustrations. It’s being distrib- 
uted by The Economics Press, Inc., Mont- 
clair, N. J. with attractive prices for 
quantity lots. Write for a sample. 
eee 
KNOCK ON WOOD is the title of a 
clever self-advertising piece designed 
and mailed by Lloyd F. Wood, direct 
mail specialist, 1610 Wisconsin Ave., 
N. W., Washington 7, D. C. Tipped to 
the cover of this four-page folder was a 
two-inch square of plywood. Inside copy 
suggested that the old superstition, “knock 
on wood,” be changed to read, “knock 
for Wood.” Good selling. 
— 
eee 
| AN AMERICAN AIRLINES press 
release anounced an interesting new de- 
velopment. An electronic system now 
being installed will cut jet reservation 
time to three seconds. It's a complicated 
system, which hooks up 1,100 reserva- 
tion desks for every seat in the Ameri- 
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Te Man in the Gray 


Our shipping clerk is known 


for his sense of humor. 


Near his desk is this sign: 


RESEARCH 


COORDINATION 
SERVICE yesterday must be placed 


before noon tomorrow.” 


“All orders for delivery 


Although LMR service is not 
quite that good, it is unusual 


for two reasons... 


1. Our plant operates 
24 hours a day. Incoming 
afternoon orders often 
are shipped the following morning. 
2. Plant capacity is nearly two million pieces a week, 
making it possible to ship large orders promptly. 
The LMR List Consultant is easily recognized because 
he is dressed in a gray tweed suit, but he is also known 


because he can promise and deliver good SERVICE, 


To contact “The Man In The Gray Tweed Suit’’, 
ask your list broker to arrange an appointment... 


404 SOUTH FOURTH STREET, SAINT LOUIS 2, MISSOURI, CHestnut 1-6626 


COMPILERS OF NATIONWIDE BIRTHLISTS AND BUSINESS LISTS 


oe) 
; 
SINESS WS, / RESEAp 
Bu CH REPORT. 
| 
| “ae 
all 
4 < | 
CREATIVITY 
FACTS 
SELECTIVITY 
| 
| 
| 
| 
ter 
| 
ar 
| 


can Airlines system. But even though 
complicated . it holds great promise 
of speeding up that one big flaw in air 
travel... the tedious and time-consuming 
process of getting a reservation. We sup- 
pose all the airlines will have the system 


SPEAKING OF AIR TRAVEL... 
we like the system being used by Trans- 
Canada Airlines in furnishing informa- 
tion to prospective travelers. If you 
give a TCA office your proposed itinerary 

they will prepare for you a Travel 
Planning Kit. The kit will be packed in 
a transparent plastic envelope and will 
contain complete travel information on 
all the countries you intend to visit. Most 


eventually. 


of the material is printed in both French 
and English. An attractive package. 
_ 
eee 


|} PROVINCIAL PAPER, LIMITED 
(388 University Ave., Toronto 2, Ontario, 
Canada) has always been famous for its 
valuable informative pieces showing the 
various ways of producing good ideas, 
good art, good type, good ink and good 
plates to the best advantage on Pro- 
vincial’s paper. Most of their pieces in 
the past have been of textbook quality 
and usefulness. Now we hear from Gib 
Mackie, manager of public relations 
and former DMAA board member, that 
during this next year there will be a 
series of promotion pieces devoted en- 
tirely to “expressing yourself on paper.” 


neatest trick of the 


year by the greatest 


exponent of trick 


photography and 


process lettering 


since 1937... 


| 
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REDUCING THE PRICE 
IN HALF FOR 


WAS $1.00 A WORD 


NOW 50° A WORD 


Now get 2 words for the 
former price of 1. No excep- 
tions! Scripts or Roman! 


Every style in our complete 
Film Lettering Library. 

24 hour service. Mailed 
anywhere in the U.S. A. 


catt PLaza 3-4943 


Order by name from 

Style Specimen Book 

sent on receipt of 25c to 
cover postage and handling. 


305 East 46th St., 


Co., Inc. 
ew York 17 


First piece was devoted to “general cor- 
respondence” and emphasized the im- 
portance of writing good letters because, 
according to the statisticians, each busi- 
ness letter costs an average of $1.03. 
Subsequent issues will cover construction 
of effective letters, selling by letter, 
answering complaints and inquiries, etc. 
Educational campaigns like these have 
done direct mail much good. And there 
is still room for improvement. 

— 

eee 
(] A SALUTE to the creator of the best 
postage meter “advertising slug” we've 
seen in a long time. Most of these small 
area messages are filled with too much 
type and design. But the National Jewish 


Hospital at Denver (3800 E. Colfax Ave., 
Denver 6, made their slug very 
simple. No wording. Just two hands 
posed in prayer. Well done 

— 


eee 


TOP HONORS THIS MIONTH tor 
the best job of company image-building 
should go to Librascope, Inc., 808 West- 
ern Ave., Glendale 1, Calif., a subsidiary 
Precision Equipment Corp 

10'4-inch-square brochure 


Colo.) 


ot General 

The 16-page. 
is a magnificant example of the highest 
quality in graphic arts. It's a combination 
of dry embossing, four-color lithography 
and large type composition. The title 
“Man’s Expanding Mind.” The copy de- 
scribes how 1937, Librascope has 
pioneered in the development of compli- 
cated mechanical and electronic com- 


puter devices. 

IF SANTA CLAUS 
he’s not going to get that gold watch 
when he retires. May not even get in 
on the company pension plan. That's 
the trend. anyway, according to Indus- 
trial Relations News (230 W. 4lIst St., 
N. Y. 36, N. Y.) who reports that Christ- 
mas bonuses and that old standby of 


since 


isn't careful, 
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@?ictures become people when they’re printed on 
International Paper’s Ticonderoga Offset 


(Why use a more expensive paper when you can get results like this?) rurw pace = 


4 
4 
4 
3 4 
= 
2 ; 
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| 
REPRODUCED IN 4 RS BY OFFSET LITHOGRAPHY ON TICONDEROGA OFFSET, BAS'S BO, SHEET SIZE 39% 59. PRINTED 18 UP AT 4 
4 
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SALE 


The 
Baby Oil 
that 
baby loves 


“A\ICONDEROGA OF FSET brings life to 
multicolor and monotone offset print- 
ing. Just examine this insert. It demon- 
strates itself. Bright, brilliant four-color 
reproduction on one side. Realistic black 
and white on the other. 
Ticonderoga Offset’s smooth, level sur- 
face takes ink perfectly, gives quality re- 
production without glare. Its controlled 


t 


What you should know about TICONDEROGA OFFSET 


—a leading member of International Paper’s first family of fine papers. 


SY 


porosity keeps colors on the surface. Pic- 
tures snap and sparkle. 

This flexible offset printing paper gives 
dependable press performance. Handles 
easily, Requires no pampering. You save 
time and money —and get outstanding re- 
sults as well. 

Ticonderoga Offset is ideal for bro- 
chures, travel folders, book jackets, pro- 


Fine Paper Division INTERNATIONAL PAPER new vork 


grams, menus, catalogs, inserts —any job 
that must combine quality with economy. 
Ticonderoga Offset is now available in 
ten standard sizes and five weights. Seven 
fancy finishes, made to your order. 
Ask your paper merchant for informa- 
tion about Ticonderoga Offset and mm | 
other printing grades in International 


Paper's first family of fine papers. 
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corporate inebriation, the Christmas 
party, are fast becoming passe. Also 
suffering are carol singing, Christmas 
decoration and extra time off. Trend 
appears to be gaining momentum, and 
unless careful, we may get Christmas 
out of the office and back into the home 
. where it belongs. 


t 
- 
1 . 
' 
eee 
[) A FOLDING MACHINE that quar- - 
ter-folds sizes 842" x 11” up to 13” x 18” | 
as been Seal-O-Matic H 
has been announced by Seal-O-Matic : | Sell To The Dynamic 


____ METALWORKING 
INDUSTRY 


Now available! Direct Mail lists covering all types of metalworking 
plants . . . machine tool users, stamping and fabricating plants, 
foundries, structural steel fabricators, manufacturers of finished metal 
products, etc. . . . S.1.C. selection! Choose the type and size plants you 
want to reach! Select the area you wish to cover! All lists are zoned for 
speedy postal handling and delivery! Catalog describes complete service. 
Active Circulation Procedures Assures Accuracy & Vitality of Lists 
Write or Phone for Your FREE Copy 
New York 13, N. Y. The portable con- — DIRECT MAIL DIVISION OF — 


veyor is long and is wheeled away 
when not in use. Speed of machine is up Industrial Machinery News 
to 12,000 pieces per hour, and quarter- 
folds from 4 to 48 pages. 16237 Meyers Rd. Detroit 35, Mich. 

Phone: UNiversity 3-5811 

eee 
(7 IF YOU NEED DINGBATS ... there NOW! put 
is a place in New York that has thou- Seee 


sands of them. What is a dingbat? A 


dingbat is a printer's definition of a 
typographical ornament. When you want 
to decorate a printing job with dingbats, 
whether period or modern, you should 


inspect the style sheets offered by Phil- 

mac Typographers, 318 W. 39th St.. New 

York, N. Y. Bernhard J. Kress at into your 
Philmac sent us nine sample pages of 

stock modern or period designs. We were 

surprise to see how many dingbats there 

really are. 


AN INTRIGUING FOLDER called ; 

“Thought Starters” has been produced 4 
by the American Writing Paper Corp. Pat 
(Eagle-A Brand) Holyoke, Massachusetts. atl SELL-0-VU F 
Inside is a selection of actual specimens 
of offset and letterpress printing done : 
on colored stock. An excellent presenta- by taylor-merchant 
tion that's available just by writing for Tgylor-Merchant’s sensational new Sell-O-Vue gives you twice the impact at no 
COPY. greater cost! 

pp Sell-O-Vue provides a dramatic 8-frame high fidelity full-color filmstrip, and 
. WE'RE SWITCHING TO our book a unique folding precision viewer — plus a printed brochure-folder for telling 
reviewer's cap for just a brief moment your story in full detail. : : —— 
The clever combination — viewer, filmstrip, brochure-folder — is in aggregate 


“The 100 Greatest Advertisements.” the | @ dynamic self-mailer that actually costs less than the usual color brochure alone! 
story behind and about the advertising And it mails for a 4 cent stamp. 


ideas that helped shape this country’s poy PM Pes the taylor-merchant corporation 


Taylo 

business. You might remember their ad for free sample of this Peerchon 48 west 48th street, new york 36, n. y. 
new sell-on-sight 
mailer. No cbligation PLaza 7-7700 
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get the 
professional 
approach 


...to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 
service association 


INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 


for printing 
.. think first of 


Nekoosa Papers are 
pre-tested at our mills for 
appearance, strength 
and finish... assuring you 
the finest in press 
performance and 
printability. There is 
a Nekoosa Paper 

for every printing job 
letterpress or offset 

in a wide variety 

of colors and finishes. 


VERSATILE 


OAG 


PAPERS 


in November's Reporter . . . with many 
endorsements from top advertisers and 
reviewers. We'd like to add our voice 
too. It's swell reading. Available for 
$2.25 from Dover Publications, 180 
Varick Street, New York 14, N. Y. 
— 
eee 
FOAM PAD for removing smudges 
and fingerprints from offset duplicating 
master has been developed by Shefry’s 
Ltd., 444 Townsend Street, San Francisco 


7, Calif. Called Skiptone. is simple to use 
and leaves no abrasive residue to harm 
machine gears or rollers. Samples are 
available by writing Skiptone Division 
c/o Shefry’s 
eee 
LABEL ADDRESSING can be facil: 
tated with new Diamond Mail Aid 
Applicator, according to Eureka Specialty 
S530 Electric Street, Scran- 
The applicator (available for 


Printing Co 
ton 9, Pa 
rental only) is used in conjunction with 
Diamond Mail Aid labels. Machine ts 
capable of labeling 13,000 pieces hourly, 
and will handle both stuffed and empty 
envelopes up to 14% x 12” and '4 inch 
thick 

on 

eee 

30,000) METALWORKING plants 

are listed in the new Dun & Bradstreet’s 
1960 Metalworking Directory. Names of 
top management and job titles, street 
addresses and number of employees will 
be available. Breakdown will be by line 
of business, geographically, and alpha- 
betically. In addition to the National 
Edition covering entire USA, D&B has 
five sectional editions for users who con- 
fine their business to one part of the 
country. For further details, write to 
Dun & Bradstreet, 99 Church Street, 
Directory Division, New York 8, N. Y. 

eee 

KNOWN AS The Lettershop for 

thirty years, firm has decided this is 
misnomer ...so now The Lettershop will 
be known as The Smith Company, still 
at same address of 67 Beale Street, San 
Francisco 5, California. Cute beige and 
green mailing piece features two work- 
men pulling down old Lettershop sign 
and putting up new Smith Company. 


We can't help but wonder what reaction 
the “public” is going to have. Look at 
the trouble Watts-Payne had (December 
1959) when all they did was move. Like 
to see how the Lett — Smith Company 
makes out with their new identity. 

eee 
7 A UNIQUE GIMMICK that tied 
right in with the sales message (as so 
many gimmicks fail to do) was a part 
of a fine promotion from Cottrell Co. 
printing machinery manufacturer at 640 
West Washington Blvd., Chicago, Ill. 
Message came on a roll of paper 2” in 
diameter and 2 inches wide. Stressed the 
point that with Cottrells Web-Feed 
Device, printer could save a lot of money 
using paper on rolls instead of in sheet 
form. After unravelling 38 feet of paper, 
we finally got the message. 

— 

eee 

ENTERTAINING FOLDER from 

Phillipsburg Inserters, Phillipsburg, N. J.. 
featured a few of history's terrific bar- 
gains. Cited are infamous bungle of the 
Indians who owned Manhattan Island, 
fact that block of 100 shares of General 
Motors stock bought in 1908 for $10,000 
would presently be worth $17,883,223: 
the Bay Psalm Book first Colonial 
printed book — now valued at $151,000; 
and more recently a few throw-away 
paintings dashed off by a fellow named 
VanGogh, now worth hundreds of thou- 
sands of dollars each. Folder finally 
mentions that the Phillipsburg Inserter 
is another one of these swell bargains. 
Very entertaining. 

— 

eee 

FIVE NEW STYLES of type plus 

additional sizes ot familiar styles are 
available now from Fototype Corpora- 
tion of New York, 1199 Broadway, New 
York 1, N. Y. Their new catalog illus- 
trates styles and sizes by “type family,” 
much the same as an interior decorator 
suggests match your 
furniture. Useful to readers who like to 
set own headlines and/or copy for offset 
printing. Write to Fototype for a free 
catalog and further information. 


accessories that 


IMPRESSIVE FOLDER mailed by 
Strathmore Paper Co., West Springfield, 
Mass.,. promoted firm's quality letterhead 
papers, including samples. Their figures 
show that of cost of average business 
comprises cost of the 
ordinary 


letter, only 1% 
paper envelope 
paper with no cotton fiber), and that by 
using Strathmore, percentage for their 
quality 100° cotton content would go 
up to no more than 2.8. Included were 
sample letterheads of fictitious firms, 
showing different designs and grades of 


(using 
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paper. Famous designers Ray Komai, 
Rene Bittel, Bert Clarke, and Daniel 
Shapiro prepared the letterheads for 
Strathmore’s ad manager, Bob Clarke. 
A very handsome presentation. 


7 TWO NEW ¢AMERAS have been 
developed by M. P. Goodkin Co., Dept 
P, 112 Arlington Street, Newark 2, N. J 
The first — Camera Lucikon 24 —is a 


vertical camera that makes enlargements 


and reductions to 233°, and can be used 
inside or outside darkroom. Lights move 
up and down with focus so separate 


adjustments for lighting are eliminated *ansa-letter 

: completes the circle 
from you to prospect 
...and back to you 


Second camera is known as the Goodkin 


e FOR EXTRA RETURNS 
e FOR FASTER RETURNS 
e FOR LOWEST COST PER RETURN 


THE ACTION SALES LETTER 
WITH POCKETED REPLY FORM 


switch to 


Swivel-Top Camera is a combination of DIVISION OF LATHAM PROCESS CORP 


copyboard camera, light table and ad 200 HUDSON ST., N.Y. 13, N. y. 
justable drawing board. It has an enlarge : wo th 6-4500 
r 


ment and reduction range of 4'2 times 
and an 18” by 23” viewing area. Further 
information on either camera is available 
by writing to Goodkin Co. 


7 200 HUDSON ST., N.Y. 13, NY. 


eee 
THE ENVELOPE MIAKERS Insti- MEL BERLIN S/P/M 
tute of Canada has embarked on another LET'S HAVE FACTS AND FIGURES WITHOUT OBLIGATION 


important crusade. Last year it produced 
an impressive book on the importance NAME 
and production of envelopes. This year 
t has started issuing a series of four- & EO y WS ; COMPANY 
bulletins which will give a continu- 


ing description of the importance of & ADDRESS 
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TITLE 


direct: mail 


York St.. Toronto, Ontario, 
one we have just received 


be a valuable 


by Garrett-Hodson and Co., 
das St. West, Toronto 9, 
Canada. Perhaps Mr 
a tew 
porter readers 
eee 


GETTING INQUIRIES may not be 
“duck soup” but it well could be “beef 
gimmick 
17208 


broth” al that’s the 
tp-on utilized by Wolverine Tube, 
Southfield Road, Allen Park, Michigan 


least, 


new 


Fully automatic . . . unprecedented performance 
without the penalty of high price or space waste! 


Announcing a new dimension in col- 
lating versatility, accuracy, speed and 
compactness — the all-new, completely 
automatic Rotomatic by Thomas Col- 
lator Industries, Inc. If you collate in 
volume, you'll want all the details on 
the Rotomatic'’s ease of total opera- 
tion and multiple savings. For com- 
plete information and prices, without 


obligation, write today. 


Ivan Moffitt is secretary of 
the Institute and has his office at 77 
Canada. If 
all the bulletins are as good as the first 
. they will 
addition to direct mail 
information. Production is being handled 
2507 Dun- 
Ontario, 
Moffitt could spare 
sample copies to interested Re- 


Copy asserts that reader looking for 
“hot ideas” will find it with Wolverine 
Tube, and also with the enclosed pack- 
age of Romanoffs MBT prime broth 
mix. Who knows? This might even elimi- 
nate the coffee break. 

") TEEN-AGERS as a market are now 
being explored through a unique service 
offered by Special Correspondents, Chi- 
cago, Ill. A recent survey. SC points out, 
disclosed that teens spend approximately 
10 billion dollars annually, and also 
exert some influence on home buying 
habits. This new service mails selected 
literature and information to a_ high 
school instructor teaching classes asso- 


ciated with some product or service 


ation collator 


Accurately collates, counts, staggers or 
stitches 25,000 sheets per hour 


Exclusive push button programmer permits 
different jobs to be run at same time 


Occupies only 17% sq. ft. of floor space 


Loads in less than 7 minutes .s 
adjustments for vacuum systems, fans, 
weights, finishes 


Handies sheet sizes from 7” x 8” to 11” x 
14” in most every weight and finish 


Offers more features at a lower price than 
any other collator on the market 


MW Thomas Collator Industries, Inc. 


Dept. W1, 


100 Church Street, New York, New York 


(such as home economics, driver's train- 
ing, science etc.) SC offers the instructor 
reference material and training aids for 
conducting classes. Participating teacher 
then receives ample material for all 
students, and it, in turn, is used as basis 
for classroom discussion. Participating 
organizations supply their own enclosures. 
SC can pin point these promotions as to 
state, size school, type of class. For 
further information, write Bob Maxon, 
President, Special Correspondents, 230 
E. Ohio Street, Chicago 11, Illinois. 
— 
eee 

) IF YOU'RE FEELING a little choked 
for space, you may be interested in a 
new floor grating system developed by 
Equipto, Aurora, Illinois. This double 
decked shelving can double your storage 
space if ceiling room. 
Present upwards, 


you've got the 
shelving is extended 


and then inexpensive non-skid steel cat- 
walks are installed including the 
(Picture set up is 14’ high with 
7’ level.) Full details and 
Equipto for 


Stairway. 
catwalk at the 
prices free by writing 
Equiptogram 2307. 


GOD JUL, FELIZ NATAL, 
kige Kersmis, Buon Natale etc. 
have been greetings heard at the UN at 
Christmas. You also could have found 
them on a gay Holiday greeting trom 
International Paper Co. Four-page red 
folder wished all a Merry 
while inside, eight well-loved 
reproduced in four part 
really nice 


Geluk- 
might 


and green 
Christmas, 
carols 
harmony for 
piece of design and art. 
— 


REAL ESTATE case 
direct mail usage and success have been 
difficult to obtain. Over the years, The 
Reporter has had a few stories, but 
usually the individual operators are re- 
luctant to tell about their successful use 
of direct mail. And in many cases, the 
usage is hardly what can be called a 
campaign. But there is available a 68- 


were 
caroleers. A 


histories of 
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page, 734 x 10'%-inch booklet on the 
subject. Its title is “Direct Mail . . . How 
Realtors Sell by Mail.” The copy was 
prepared by realtor L. Allen Morris of 
Miami, Fla. assisted by Walter Etling 
and Fred Smith. This fine work, filled 
with illustrations of real estate mail 
advertising, was published by the Na- 
tional Institute of Real Estate Brokers, 
36 S. Wabash Ave., Chicago 3, Ill. Price 
(if copies are still available) is $5. A very 
worthwhile and much needed job. 
eee 

[] NEVAMAR NEWSLETTER, newly 
created voice for National Plastic Prod- 
ucts Co., Odenton, Maryland, will go to 
distributors, fabricators and 
furniture manufacturers. Nevamar is 
National's decorative high pressure lami- 
nate. First issue illustrates many uses 
of the product, uses plenty of pics. Will 


look forward to seeing future issues. 


dealers, 


eee 
A REALLY FINE promotion piece 
is IMPRESSIONS °S9, produced by 
McCormack-Armstrong Co., Inc., 1501 
East Douglas Avenue, Wichita 1, 
Kansas. They're specialists in photog- 
raphy, advertising and printing. and this 
11” x 14” four color 16 page booklet, 
printed on egg-shell, features some 
terrific color photography. If you'd like 
your own copy. write and ask for one. 

eee 
ANOTHER DEVICE for display- 
minded advertisers and trade show ex- 


hibitors is a_ folding display called 
Scissorpak, a product of Ivel Construc- 
tion Corp., 53rd Street and Ist Avenue, 
Brooklyn 32, New York. Two 4° x §’ 
perforated masonite panels and a 5S’ 
header sign are mounted on a collapsible 
aluminum frame work, and can be used 


for mounting all types of literature and 
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products. Price is $175 each, and con- 
cealed light strips are available for 
$18.50 additional. 


eee 
A CORRESPONDENCE SCHOOL 
which knows how to use direct mail is 
the National Camera Repair School, Box 
174, Englewood, Colo. Head man, 
Samuel L. Love, very kindly sent us 
copies of all their inquiry-answering 
letters, followup sales letters, contacts 
with students, plus their official pub- 
lication, The Camera Craftsman. We 
couldn't find anything wrong with the 
copy used in selling and educating 


camera repairmen throughout the coun- 
try. Doubt if Bus Reed or Paul Bringe 
could find much to criticize. One inter- 
esting fact is that Mr. Love depends 
nearly entirely on automatic typewriters. 
He is a great believer in strictly personal 
contact. 

eee 
)} A COMPETITIVE SLIDE RULE is 
being used by the Minnesota Mining & 
Mfg. Co., 900 Bush Ave., St. Paul 6, 
Minn. to help prospective purchasers 
compare the advantages and disadvan- 
tages of various types of photo copying 
equipment. At first sight, we thought 
this competitive comparison was inclined 


new designs for 1960 


Spring and Summer stationery for your salesletters 
Plan to use one of these colorfully-illustrated Spring and Summer 
designs as the letterhead for your next salesletter. Their attractive- 
ness claims immediate attention, their timeliness builds interest in 


your copy. 


The designs illustrated here in black and white are only part of the 
40 different designs offered in the brand-new 1960 Arthur Thompson 
Spring and Summer Stationery Portfolio. Each design is reproduced 
in full color on fine quality paper from original artwork or trans- 


parencies. 


These designs illustrate scenes appropriate for Easter, Mother’s Day, 
Father’s Day and other occasions throughout the Spring and. Sum- 
mer. Also included are sales-getting Punch-line bulletins (many 
humorous) so popular as salesletters in many of today’s businesses. 
Thus, these letterheads offer the perfect tie-in for any scasonal pro- 


motion. 


Yet—your sales letter can be reproduced on these distinctly different 
letterheads for littke more than on first quality stationery. Ask for 
your free copy of the 1960 Spring and Summer Portfolio from your 
nearest Arthur Thompson & Co. distributor today. 


ARTHUR THOMPSON & CO. 


109 MARKET PLACE + BALTIMORE 2, MD. 
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to be negatively unethical. But close 
examination shows that it is a most help- 
ful and unselfish compilation of informa- 
tion. By pulling out the inside tab, the 
prospective purchaser can compare the 
advantages and disadvantages of the out- 
copying machine with 
Ihermo-F ax Detailed information 
given on machine and paper costs, types 
of copying processes, number of copies 
possible per minute, the number of 
processing steps, as well as details on 


standing office 


nine other categories. In some cases the 


comparisons are unfavorable to the 3M 
company 


It's an interesting example of 


telling the whole truth . . . and nothing 


but the truth. 

INTERESTING — TEST: 
Virgil Harder of the Dept. of Marketing, 
College of Business Administration, Uni- 
versity of Washington, Seattle 5, Wash. 
was impressed by Maxwell Sackheim’s 
advertisement on page 10 of the Septem- 
ber 1959 issue of The Reporter. The 
advertisement, you may remember, was 
a tribute to our medium, headed “I am 
Direct Mail.” Virgil had the copy mimeo- 
graphed but elimiaated the heading and 


Professor 


Report from one of the nation’s largest ad agencies: 


UR PROTYPE PAID FOR ITSELF- 
on ths very ferst job 


says J. R. Holohan, head of Visual Presentation Department, Young and Rubicam, Ine. 


“About a vear ago, we looked into ProType tor our expanding Visual Presentation 


Department.” Mr. Holohan adds, “We needed a simple, low-cost way to set type. 


And it had to give absolutely professional results 


“ProType looked like the best bet 


After a vear's use, the savings have been tre- 


mendous. We use ProTs pe to present new campaigns, on year-end re ports, slides, 


proposed television commercials and other material 


Time-savings are important, too, We can set ProType display lines in minutes 


editorial changes can be made on the spot. It's a wonderful 


adjunct to hot type! 


Learn more about the photocomposition system that sets 


display tvpe fastest and best. Call yvour Davidson distribu- 


tor, or write us today 


of Mergenthaler Linotype Company, 29 Kverson Street, 


Brooklyn 5, New York 


Davidson Corporation, subsidiary 


avidson 


the last sentence reference to direct mail. 
He asked his students what medium of 
advertising the wording characterized. He 
asked them to check whether the copy 
applied to newspapers, television, maga- 
zines, direct mail, radio, business papers, 
outdoor, farm publications, miscellaneous 
or undecided. The results indicated that 
the 35 students were considerably con- 
fused. Here are the results: Newspapers 
15, television 2, magazines 7, direct mail 
6, undecided 5. Those results are hard 
to understand since the students should 
have known that Virg Harder is an ex- 
pert on direct mail. His recently won 
doctorate degree resulted from an ex- 
cellent thesis on the history of direct 
mail 


eee 


A NEW ALL-PURPOSE copying 
machine has been announced by A. B. 
Dick Co., 5700 West Touhy Avenue. 


Chicago 48, Ill. Called the Model 110 
Photocopier. this machine copy 
originals from any type cf paper—-bound 


or loose—in less than a minute. It makes 
exact copies from any type of image, 
black & white or color. Copies are un- 
affected by heat and light. Maximum 
paper size handled is 10” by 15'2 
providing 4 maximum exposure area of 
912” by 15”. 


_ 
eee 

A CURIOUS WRINKLE has de- 

veloped in the misuse of business reply 

envelopes. This time the permit holder 

recent Postal 

rural pa- 


may have benefited. A 
Bulletin 


trons, long accustomed to putting small 


revealed that some 
sums of money in their mailboxes, ask- 
equivalent 
postal 


ing the postman for the 


amount of postage stamps or 


cards have adopted the custom of 
putting the small change in business re- 
ply envelopes and writing notes on the 
back of 
seeing the notes, then dispatch the en- 


them. The rural carriers, not 


velopes containing the currency to the 
permit patron later 
squawks about not getting his stamps or 


holder The rural 


postal cards and there is no way of 
complaint Rural post 
offices are being urged by the Washing- 


satisfving his 


ton headquarters to tell their patrons to 
stop using reply 
velopes for this confusing purpose. @ 


business permit’ en-: 
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S. Arthur Dembner 
Chairman of the Board 


Robert F. DeLay 


President 


Direct Mail Advertising Association 


3 East 57th Street, New York 22, N. Y. 


MUrray Hill 8-7388 


Top Talent Featured 
In Circulation Workshop 
Feb. 15, New York 


The Eighth Annual Circulation 
Workshop will be held February 18, 
at the Plaza Hotel. New York. Velma 
Francis, of Time Circulation-Promo- 
tion Department, is chairwoman of 
the event. 

Highlights of the all-day program: 

\ keynote talk by A. Edward Mil- 
ler, publisher of McCall's. 

Luncheon address by James Parton. 
publisher of American Heritage. 

Panel presentations on renewals. 
new methods for gaining subscrip- 
tions, uses of mailing lists. 

Special workshop innovation 
whereby attendees can arrange in- 
dividual appointments with circula- 
tion teams from Newsweek, Life, 
{merican Heritage, McGraw-Hill. 
Each team will have a_ circulation 
executive, art and production director. 

Among those taking part in the 
workshop are Rhett Austell of Time, 
Lucien Burnett of Saturday Evening 
Post and S. Arthur Dembner of 
Newsweek. 

Call or write DMAA for your 
registration. 


Dichter and Nilson 
To Give Talks at San 
Francisco Convention 


Two top speakers, Dr. Ernest 
Dichter, and Spencer Nilson, will take 
part in the San Francisco Convention, 
May 4-5. 

Dr. Dichter, who founded the In- 
stitute for Motivational Research in 
1046, is famous for applying psy- 
chological techniques to consumer 
buying habits and advertising. 

Spencer Nilson, vice-president of 
The Diners Club, Inc., will tell how 
his company employed direct mail to 
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DMAA Library: A Wealth of DM Information 
Ruth 


left. explains to Elaine Schneider how 
she manages DMAA’s unique Library. 


Librarian Lowen Laguna. 


Elaine has been working with Ruth 
for the past four weeks as part of 
an internship program of Endicott 
Junior College, Beverly, Mass., where 
she is an advertising major. 
most 
mail 


contains the 
direct 


The Library 
complete selection of 
campaigns ever assembled. Each of 


the hundreds of portfolios in the col- 


become the leader in the credit card 
field. 

The West coast regional convention 
is the first of its kind in the 43-year 
history of the DMAA. Western adver- 
tisers favor the idea of a convention 
in their own back yard, away from 
traditional easterly sites. 

OOPS! H. W. Buhrow, manager of 
McGraw-Hill’s Book Dept., 
omitted by this department when the 
committee appointments were pub- 
lished last November. He is con- 
sultant to DMAA’s _ Education 
Committee. 


lection is filled with samples and in- 
formation as to cost, purpose and 
results. 

Aside from the people who visit 
the Library to study individual cam- 
paigns ranging from industrial sales 
to fund raising, numerous requests 
are received in the mail every day. 
Outgoing mail ervice is necessarily 
limited to DMAA members. However. 
everyone in the direct mail industry 
is welcome to use Library facilities at 
DMAA Headquarters anytime. 
1960 DMAA Events 

e Eighth Annual Circulation Work- 
shop, Feb. 18, Hotel Plaza, N. Y. 

e Sixth Annual Fund Raising. 
March 15, Hotel Plaza, N. Y. 

e Third Annual Industrial Work- 
shop, April 21, Penn Sheridan Hotel, 
Pittsburgh, Pa. 

e West Coast 
1-5, San Francisco. 

e Direct Mail Institute at Univer- 
sity of Illinois, June 5-9, 1960, full 
week. 

e 1960 43rd Annual DMAA Con- 
vention, Oct. 9-13, Americana Hotel. 
Bar Harbour, Florida. 


May 


Convention, 
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Pony Express 
Carries DMAA 
Christmas Greeting 


The combined talents of Benton 
Clark, noted artist, and Elbrun French, 
copywriter, turned out DMAA’s origi- 
nal Christmas card (see cut) to its 
members 

Mr. Clark is widely known for his 
illustrations in Saturday Evening 
Post, Ladies Home Journal, McCall's 
and others 

Miss French. formerly on DMAA’s 
stafl, is now a copywriter whose recent 
hook, “the Copywriters Guide.” has 
met with considerable success. 

The scene of a Pony Express ridet 
whipping his horse at full gallop 
through the snow to deliver his mail 
pouch depicts early mail service in 
this country. 

The Pony Express theme will be 
taken up by the Post Office sometime 
this year when it releases a special 
stamp commemorating the centennial 
of Pony Express service. As part of 
the centennial, St. Joe. Missouri and 
Sacramento, California will hold cele- 
brations marking the event. 


Nine Month DM Volume 


Total expenditures of the mail 
advertising industry for the first nine 
months of 1959 were an estimated 
$1.295.650.050. 

The DMAA’s Postal Volume Com- 
mittee computes and analyzes direct 
mail expenditures and is composed 
of four industry leaders. including: 
Horace H. Nahm. Hooven Letters. 
Inc.. who is chairman: Henry R. 
Hoke, Jr... publisher of The Reporter 
of Direct Mail Advertising; Leonard 
Raymond and Edward N. Maver. Jr.. 
president and vice-president, respec- 
tively, of Dickie-Raymond, Ine. 


Sustaining Members 
of DMAA Support 
Vital Programs 


One out of 12 DMAA members 
or about eight per cent of the total 
number—contribute money the 
sustaining fund, which supports vital 
DMAA programs. 

It is this eight percent which com- 
prise the sustaining membership of the 
Association. Those included in this 
group have chosen to contribute from 
S100 to 32.000 yearly so that specific 
services beneficial to the membership 
and industry might be undertaken. 

Specifically, contributions of sus- 
taining members allows DMAA to re- 
vitalize and extend four services 
ethies, research, education and public 
policy. 


Ethics 

In a recent report, Robert F. DeLay, 
president, told sustaining members that 
in the area of ethics more than 300 
users had subscribed to DMAA’s List 
Code for the Rental and Exchange of 
Vailing Lists. The initial success of 
the List Code “brought considerable 
favorable press reaction which ma- 
terially improved the public relations 
image of the direct mail industry.” 


Research 

About the research project, which 
provides bi-monthly factual reports for 
all DMAA members. the report noted 
that “hundreds of congratulatory  let- 
ters have been received” since they 
were introduced several months ago. 


Legislation 

Sustaining monies also provide for 
the Association’s Washington represen- 
tative who reports on public policy. 
Legislative and postal developments 
affecting the industry are included in 
his frequent “Washington Reports.” 
In this way, members are informed on 
the status of various measures before 
the Postal Affairs Committe and shifts 
in Post Office policies. 


Education 

Lastly, the education program calls 
for a formalized program to provide 
direct mail materials to colleges and 
universities for their advertising and 
commerce courses. Presently, The City 
College of New York is a pilot opera- 
tion for direct mail curriculum testing. 
\ report on this project will be dis- 
tributed for use at other schools. 

These four services — ethics. 
search, public policy and education — 
require the attention and support of 
the whole direct mail industry. Still, 


much remains to be done. Perhaps you 
or your organization would like to 
participate in this vital and necessary 
program. If so, please contact Robert 


F. DeLay, DMAA Headquarters. 


“‘Washington Reports”’ 
Now Available To 
Reporter Subscribers 


The current session of Congress may 
he a decisive one for the direct mail 
industry. It is almost certain the Post- 
master General will ask Congress to 
impose higher postal rates. Congres- 
sional reaction to his proposals will 
play a large part in the future of the 
direct mail industry. 

The effect of the last postal increase 
in 1959 cut the total pieces of adver- 
tising in the mails, according to the 
DMAA. Estimated expenditures of the 
industry for 1959 remain at the same 
level as 1958, largely due to the higher 
postal rates. 

During the current session of Con- 
gress when so much is at stake for 
direct mailers, DMAA’s “Washington 
Reports” will go to members at least 
once a month. These monthly intelli- 
gence reports contain information 
about proposed legislation, postal rates, 
and the activities of the Postal Affairs 
Committee. They also aid in forma- 
tion of plans and budgets. We believe 
non-members of DMAA would like to 
receive these reports, too. At least 
six. probably more, of them will be 
available during the current session 
for ten dollars. by writing DMAA 
Headquarters, 3° S7th St. New 
York City. 


New Case Study Series 
Available To Advertisers 


DMAA members received the first 
of a new series of case studies this 


month. During the coming year, a 
new study will be released monthly 
and will 1959 
Direct Mail Leaders. They will be 
fully illustrated with complete details 


feature one of the 


of planning, problem, solution and 
results in file folder format for handy 
reference. 

The first one deals with General 
Foods campaign. The February issue 
will feature Cessna Aircraft. 

Each member receives a copy free. 
Individual copies are available to 
non-members for one dollar. 
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The house was burning. Women and 
children trapped. You were doing ninety. 
Did you save them? 
Easily. Anything was possible the day 
your dad took you to the fire house and 
you climbed up on that shiny tuck. What 


a proud moment! 


ATLANTIC 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING 


It's really no different, is it, when a 
piece of good printing comes off the 
press? The halftones sharp. The colors 
sparkling. 

Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make. 


FINE PAPERS 


CORPORATION - BANGOR, ME 


ak: 


Sharper illustrations 
with ATLANTIC OFFSET 


Brilliantly white, for sparkling color reproduction. Surface-sizing 
and uniform bulk provide clean-cut impressions, reduce make- 
ready time. For offset, letterpress or gravure. Cover stock to match. 
In cartons and skids. Rolls on special order. 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 


STANDARD PACKAGING CORPORATION - BANGOR, ME 


ALABAMA 
BIRMINGHAM 
Sloan Paper Company 


CONNECTICUT 
BRIDGEPORT 
Lott-Merlin, Inc. 

EAST HARTFORD 

John Carter & Co., Ine. 
NEW HAVEN 
Whitney-Anderson 
Paper Co., Ine. 

STAMFORD 
Lott-Merlin, Inc. 


FLORIDA 


MIAMI 
Coronet Paper Products Co. 


GEORGIA 

ATLANTA 

Sloan Paper Company 
ILLINOIS 

CHICAGO 


FRANCHISED Dwight Brothers Paper Co. 
Reliable Paper Company 
eee Empire Paper Company 
EAST ERN INDIANA 
The Milleraft Paper Co 
MERCHANTS The Millera aper Co. 


INDIANAPOLIS 

Indiana Paper Co., Inc. 

MacCollum Paper Co., Inc. 
KENTUCKY 

LOUISVILLE 

The Rowland Paper Co., Inc. 


LOUISIANA 
NEW ORLEANS 
Aleo Paper Co., Inc. 


MAINE 
PORTLAND 
C. H. Robinson Co. 


MARYLAND 
BALTIMORE 
Garrett-Buchanan Co. 


MASSACHUSETTS 
BOSTON 
John Carter & Co., Inc. 
The Century Paper Co., Inc. 
Von Olker-Snell Paper Co. 
SPRINGFIELD 
Whitney-Anderson 
Paper Co., Ine. 


Southeastern Paper & Supply Co. 


WORCESTER 
Butler-Dearden 
Paper Service, Inc. 


MICHIGAN 
DETROIT 
Chope-Stevens Paper Co. 


MISSOURI 

KANSAS CITY 

Wertgame Paper Co. 

ST. LOUIS 
Shaughnessy-Kniep-Hawe 
Paper Co. 

SPRINGFIELD 

Wertgame Paper Co. 


NEW HAMPSHIRE 
CONCORD 
John Carter & Co., Inc. 
MANCHESTER 
C. H. Robinson Co. 
NEW JERSEY 
NEWARK 
Central Paper Co. 
TRENTON 
Central Paper Co. 
NEW YORK 
ALBANY 
W. H. Smith Paper Corp. 
BUFFALO 
Franklin-Cowan Paper Co. 
JAMESTOWN 
The Milleraft Paper Co. 
NEW YORK 
Berman Paper Corp. 
Duplicating Papers, Inc. 
Inter-City Paper Co. 
Majestic Paper Corp. 
Geo. W. Millar & Co., Ine. 
Milton Paper Co., Inc. 
Pohlman Paper Co., Inc. 
ROCHESTER 


Genessee Valley Paper Co., Inc. 


NORTH CAROLINA 
HICKORY 
Snyder Paper Corp. 
HIGH POINT 
Snyder Paper Corp. 
CHARLOTTE 
Snyder Paper Corp. 


OHIO 
AKRON 
The Milleraft Paper Co. 


CINCINNATI 
The Johnston Paper Co. - 
Merchants Paper Co. 
CLEVELAND 

The Milleraft Paper Co. 
COLUMBUS 

Sterling Paper Co. 
MANSFIELD 

Sterling Paper Co. 
TOLEDO 

The Milleraft Paper Co. 


PENNSYLVANIA 
ALLENTOWN 
Kemmerer Paper Company 
LANCASTER 
Garrett-Buchanan Co. 
PHILADELPHIA 
Garrett-Buchanan Co. 
Molten Paper Co. 
PITTSBURGH 
The Darragh Paper Co. 
READING 
Garrett-Buchanan Co. 

RHODE ISLAND 
PROVIDENCE 
Narragansett Paper Co. 
John Carter & Co., Inc. 

TENNESSEE 
CHATTANOOGA 
Sloan Paper Company 

TEXAS 
DALLAS 
Olmsted-Kirk Company 
FORT WORTH 
Olmsted-Kirk Company 
HOUSTON 
L. S. Bosworth Co., Inc. 
Olmsted-Kirk Company 
Waco 
Olmsted-Kirk Company 

VIRGINIA 
RICHMOND 
Virginia Paper Co. 

WASHINGTON, D. C. 
Virginia Paper Co. 

WISCONSIN 


MILWAUKEE 
Reliable Paper Co. 
MONTREAL, P Q., CANADA 


Lauzier Paper Limited 


TORONTO, ONT., CANADA 
General Paper Company 
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——- volume is up from 
slow 1958's $10.301.800,000. to 
an expected $11,000,000,000 for 1959 
(according to P.I.’s Advertiser's Guide 
to Marketing for 1960). While most 
ad mediums were off in 1958, TV and 
Direct Mail were up. In 1958, direct 
mail volume was $1.817,000.000. 
About 11° of industrial advertising 
budgets are spent on Direct Mail. 

All this only proves what most of 
us know . .. direct mail is big business. 
Why then does an agency hesitate to 
recommend its use? Answer: It 
is a medium that often defies the 
normal billing procedures of — the 
agency. Often the 15°¢ commission 
makes it impractical for an agency to 
handle the service. 

The 15‘7 commission from media 
is a time-honored standard and. in 
our opinion, should definitely be re- 
tained. However. for direct mail this 
may not apply because of the special 
billing problems inherent in handling 
this type of work. This creates the 
basic problem of how to do an out- 
standing direct mail job and still re- 
ceive a adequate pay for the services. 

Actually. categorical 
answer to the problem because there 
is no standard pattern to advertising 
agency service. But if we could stab 
at an equitable system, this would be it. 

The agency must first measure the 
profit in handling the client's media 
advertising. 


there is no 


After analysis, four basic sit- 


uations can result. 


1 The agency finds that the com- 
missions on media are such as to 
allow them to do all the planning. 
creating and execution of the direct 
mail as a normal agency service with 
the only charge being that outside 
costs are billed at’ cost. 


2 The ageney can find that the 
direct mail program must recover per- 
centage charges (either 15 or 17.05°¢ ) 
added to the cost on all outside pur- 
chases made. 


3 The agency finds that the par- 
ticular direct mail program is subject 
to a 15‘¢ discount and this commis- 
sion will be sufficient to cover the 


costs. 


4 The agency finds that the direct 
mail cannot be handled as a_ service 
and that either charges 
added or a commission discount. or 
hoth are not adequate to cover the 
cost. Therefore charges will have to 
be made for planning and creative 
time. 


percentage 
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HOW AGENCIES CAN 
MAKE MONEY WITH 
CLIENTS’ DIRECT MAIL 


To simplify matters. let's consider a 
make-believe agency that performs 
services on collateral advertising as 
an independent unit. In such cases, the 
compensation for collateral advertising 
must cover costs and produce a reason- 
able profit. 

If the percentage or 
basis can produce a profit (2 & 3) 
that’s fine. But if this is not adequate 
on a specific job. the agency should 
then advise the advertiser in advance 
of the creative charge that will be 
made in connection with that job. 

How do you arrive at a creative 
charge? How can these rates be de- 
termined? There are three ways to 


COMIN 


determine rates. 

The Overall Charge Rate takes into 
account salaries, overhead profit. 

The Comprehensive Cost Rate re- 
covers only salaries and overhead. and 
is not designed to show a profit. 

The Prime Salary Rate 
salary, but makes no provision for 
overhead or profit. 

Since our mythical agency is con- 
cerned with making a profit. we'll want 
to determine the Overall Charge Rate. 
This will enable the agency to charge 
the client for the employee's salary. 
the overhead expenses incurred, and 
also a fair profit. Obviously this sys- 
tem will work equally well if the 
Direct Mail is to be a collateral service, 
or even if the Direct Mail campaign 
is the only service desired. 


recovers 


by Michael J. Rich 
Vice President, Ira Rubel, Inc. 


REPORTER'S NOTE: 


When Mike Rich gave this speech at the 
DMAA’s Advertising Agency Workshop, we 
were disappointed disappointed that 
every agency in America hadn't heard it. 
Later we asked Mike if we could print it for 
our readers and he graciously agreed. For 
those of you who couldn't attend, here’s a 
well thought out method for billing direct 
mail, whether it's a collateral service or your 
primary advertising medium. As you'll see 
from reading his article, Mike has quite a 
background in accounting, and is a CPA in 
Illinois. He joined Ira Rubel in 1953 in their 
auditing department, and since 1955 has been 
specializing in systems and management 
work for advertising agencies. Don’t let that 
mathematical background fool you, though. 
His story is easy to understand. If you have 
billing problems with direc: mail, you'll find 
it most interesting. 


Prime Salary 


This is fairly easy to figure. Our 
agency works about 35 hours a week, 
and multiplying this by 52, we end 
up with 1820 hours for any given 
employee. From this we'll deduct: two 
weeks (70 hours) vacation time, an- 
other 70 hours for personal time and 
an additional 80 hours for holidays, 
contingencies and the like. That leaves 
us with a bedrock of 1000) working 
hours. 

If Fred. the artist, earns $8,000 a 
year, you divide by 1000 to discover 
that his Prime hourly rate is $5.00. 
(Don't figure in fringe benefits when 
computing the salary — they're over- 
head. But if Fred gets an extra bonus 
on a regular basis. then this ought to 
be included with the $8,000. salary.) 


Comprehensive Cost Rates 


Next step now is to figure out the 
comprehensive cost’ rate. Here's how 


it's done: 

1. Determine the 
operating costs. 

2. Determine the amount of costs 
directly applicable to serving clients. 
These consist of two elements. (a) The 
portion of salary cost used to serve 
clients’ accounts and... (b) 
Those expenses incurred directly as a 
result of serving clients. (Travel, en- 
tertainment, unbillable production 
ete.) (Continued on page 22) 
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3. Next subtract 2 from 1; that is, 
deduct the costs for serving clients 
from the agency's operating cost. What 
you have left over is overhead. 

Here's an example using — that 
mythical ageney. 

(1) Operating cost for year is 

$100,000 


(2) Costs 


2 applicable to serving 
clients are: 
$53,500 


b.000 


(a!) Direct salary costs 


ih) Other expenses 


$57,500 


Subtract the 357.500 from S100,- 
OO and you have 342.500 left 
over. That's your overhead. 


Okay. now you have your overhead, 
and our agency knows that this is 
842.500, What do you do with this 
figure? You figure the ratio between 
the overhead and the salary costs for 
serving clients (2a)——in this case, the 
of S42.500 lo 
and this 


ratio oof 
$53,500, This is about GOT. 
figure is called the overhead factor. 

(If it is your policy as an ad agency 


percentage 


to charge the client only cost for crea- 


AND 


December Ist 
Agency Workshop at the Hotel Plaza, 


and was a preamble to a day of inter- 


tive time and overhead—without mak- 
ing a profit—you may now charge him 
the Comprehensive Cost Rate. Fred 
the Artist was worth $5.00 an hour. 
Add on another 80° (or whatever 
your overhead factor would be}. In 
our example, the total charge for Fred's 
services would be $9.00 hourly.) 


Computing The Profit 


Knowing your overhead factor, you 
now can figure the charge required 
to make you a fair profit. 

We believe that a service business 
ought to secure before-tax profit 
equal to about 20° of gross income 
(which is also 25‘¢ of operating ex- 
penses}. Thus our agency with an 
operating cost of S1LO00.000 vearly 
ought to gross 3125.000 in income to 
earn a profit: of $25,000, 

Our overhead was $42.000. To this 
we will add $25,000, our expected 
profit. Thev add up to S67.500. Just 
as we figured the percentage of 542.500 
to 353.000, we will now figure the 
867.500) to 353.500. 


This percentage is 127%. 


percentage of 


Mike Rich's speech kicked off the 
DMAA Advertising 


esting and informative discussions. 

Richard 
fascinated the audience with his views 
on industrial advertising. his 
graphic account of the highly successful 
Talon campaign, winner of the 1959 


DMAA Gold Mail Box Award. 


The luncheon speaker was Thomas 
B. Adams, president of Campbeil- 
Ewald who spoke on the role of 
creativity. First speaker after lunch 
was another Campbell-Ewald 
Ross Morgan. who spoke on Direct 
Mail For a Client. 

\fternoon session wound up with 
talks by David Ostrum, Rueben H. 
Donnelley Corp.: Randall Melntyre. 
O. Melntyre Ine.: and Richard 
Beach, R. L. Polk & Co. All outlined 
their views on selectivity when choos- 
ing a market, and then as a_ panel, 


Powers of Talon Ine. 


We are now ready to inform the 
client of his charges. 

Fred the artist who has a prime 
rate of $5.00 is going to work on the 
campaign. In addition to his salary. 
we will also charge the customer for 
the overhead involved and the profit 
desired... which we have just com- 
puted to be 127% times Fred’s salary. 
of $5.00 is 36.35 added to 
Fred’s $5.00 is a total of SI1.35... 
the amount that will be billed to the 
client for each hour of Fred’s services. 
In a like way. the salaries of all others 
working on the client's program will 
be computed, and the client will be 
advised of the charge for their services. 

Direct Mail is a profitable area of 
advertising that has not yet been fully 
exploited by many advertisers and 
their agencies. Too often the com- 
plexity of the operations seem to 
stagger the agency, and_ it 
easier to disregard the direct mai! 
than to attempt it. It is hoped that 
the charge svstem deseribed here wil! 


appears 


' 
enable the ageney to assume more 
direct mail contracts. and by doing so. 
increase the sé Ope... and the profits 


_of their organization. 


answered questions thrown at them 
by the audience. 

\ highlight of the morning session 
was a talk by FE. B. Weiss of Dovle. 
Dane, Bernbach on agency self-adver- 
tising. Originally intended to be a 
fifteen minute talk, his remarks were 
extended by a vigorous debate waged 
between Mr. Weiss and workshoppers. 
Weiss accused ad agencies of being 
more poorly promoted than any othe: 
business, and said that not I‘) have 
anything resembling a continuous pro- 
gram. 

Agencies, he went on, are timid in 
their approach to clients. Once en- 
gaged, the agency begins to lose stature 
in the eyes of clients. The client wants 
the agency not only to run the client's 
business, but also to take orders. 

Mr. Weiss waded through his sub- 
ject. verbally slaughtering sacred cows 
and kicking tender shins with a charm- 
ing frankness. More of the same 
forthrightness will be welcome at 


future Workshops. @ 
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Darn it, publicity sometimes gets me down. And _ it’s 
not always in the ways you are imagining—though I’m 
always ready to proliferate objections to my favorite 
grammatical falsehood. the Dangling Comparison—the 
hi-fi that has the fi which is hi-er. the bread that is richer. 
the chocolate that is chocolatier. the car that has 20 pet 
cent more (proved by famous research laboratory, of 
course}. 

What I had in mind. actually, is the business of super- 
redundancy in the mailings that go out to folks like me. 
to inform and impress. As a practitioner and writer on 
hi-fi. records. music. and related subjects. | am now on 
Everybody's mailing list. And, it seems, Everybody and 
his brother are trading lists. The mailing lists have got 
so big that nobody bothers to check any more who gets 
what or how many times. The volume is too “mass”: the 
individual is so microscopic a factor in this immense 
operation that a petty matter like duplication can't be 
allowed to gum up the works. That's the way it looks 
to me. Yesterday | received three large identical packages 
from RCA Victor. all of them about the marvels of 
stereo. all three addressed identically but with (1 note) 
different reference symbols. Different aspects. | suppose, 
of my own public character, as RCA sizes me up. Cryptic. 
too. One is called RS-F. “Reviewers Service. grade Fr”? 
The next is marked PAPUB. Obviously that must be 
my capacity as a PAtient PUBlicist. Or maybe its Public 
Address. . . . | dunno. [I seem to have lost the third 
envelope. Each had 28 cents in first class postage on it, 
seven ounces” worth. They were identical in contents. 

The triplication is only the final and most drastic an 
novance. What really gets me down is the deliberate 
repetition of the same material in different forms. as 
though to drive us recipients to the wall by sheer reitera- 
tion, Why send a press release, another press release. 
then forty-five excerpts from a dozen magazines and news- 
papers promoting the same material, plus a booklet done 
up on slick paper, all repeating the same words? The ulti- 
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HOW TO ANTAGONIZE 


EDITORS 


By Edward Tatnall Canby 


Condensed from Audio 
One man’s opinion about publicity seekers and their press releases 
. and 5 suggestions for getting into print. 


REPORTER'S NOTE: 


The Reporter, in the past, has taken cracks at columnists who 
have criticized direct mail unfairly. But we ran into one critical 
analysis which makes good sense. It appeared in AUDIO . . . the 
original magazine about high fidelity, published by Radio Maga- 
zines, Inc., Mineola, L. 1, New York. It was written by Edward 
Tatnall Canby, a regular contributor to the magazine who also 
writes on high fidelity subjects for other magazines such as 
Harper's. B. A. Bruns of BILLBOARD magazine called the article to 
our attention. Thought Reporter readers would get a kick out of 


it . . . even though BILLBOARD was one of those criticized. We 
hope all of you will read this criticism carefully. Many of us 
deserve it. 


mate futility is the appearance of one’s own name in 
these persuasive duplications! People keep sending me my 
own reviews or criticisms to persuade me that what an 
expert like myself says just mus? be right. This, | suppose, 
is a form of feedback. 

Capitol Records and Billboard name merely two 
names——are on my list right now. Billboard thinks I'm a 
record dealer (I'm on somebody's mailing list) and keeps 
dunning me. in duplicate of course, about the Profit$ 
I'm just bound to make in my store via Stereo, if PIL just 
send in the enclosed special subscription offer card, avail- 
able for a very limited time. (Its always very limited, 
month after month... .) 

Ive given Billboard some fairly peppery publicity in 
this column, as readers may just possibly recollect, but do 
vou think Billboard will ever find out? Maybe its right 
hand will, but not the left, that insensate. unreasoning, 
juggernautish colossus that is the Billboard mailing list! 
Vil surely be opening Billboard subscription blanks, three 
letters in each mail. at least until Doomsday unless /ill- 
hoard gives up the corporate vhost. That would be too 
bad—it’s a useful mag. [ just don't like its mailing-list 
department. 

Even good old Harper's, the staid, elderly magazine 
for which | also write record reviews, has got into its 
head that | ought to subscribe and keeps sending me en- 
thusiastic bids. reminding me about how intellectual I 
am and how | really ought to read this great magazine. 
The crowning insult. entirely ignored by the mailing list 
people, is that they don't even mention my column as one 
of the lovely things any intellectual like me ought to be 
reading in Harpers! But then they probably don't know 
I write for them. 

As for Capitol that is, Capitol, Capitol-EMI and Angel 

this entirely worthy concern, whose products I fre- 
quently endorse with pleasure, has three mailing arms, 
two informational and one quite utilitarian. They all tell 
us the same things, practically word for word, but in 
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different sizes and type faces. You can’t split them up 
it's all or nothing. Not even as to classical vs. rock'n'roll: 
it all comes together, and the volume is enormous. So 
if | want to find out what's cooking at Capitol I have to 
plough through the complete road itineraries of every 
reck'n’ roll and pops artist in the Capitol catalogue and 
read all about the latest whamdizzy of a hit by young 
Pseudo Jones the hottest teenage number since the last 
one, day before yesterday, until finally I reach the info 
concerning my field. Pages and pages of stuff, all promptly 
deposited in the waste basket—and everything I need to 
know is also sent out via the reviewers’ service depart- 
ment. Or is it? Pm never quite satisfied and so I usually 
open everything and read. 

Just to be sure we get the point, Capitol also provides 
a little vest pocket magazine called Music Views (or is 
that Columbia?) This is in case you need reading matter 
on the train or plane or maybe in a crowded restaurant 
where publicity on big paper wouldn't be convenient. 
Anyhow, it tells the same story once again—with pictures. 

All these mailings——reviewers’ service, press releases. 
and por ket sheets —are merely the weekly routine. There's 
also a frequent air-mail first-class letter that tells you 
all about the best sellers of the week or something: | 
always think it's a real letter. That’s four routine lines 
of stuff. In addition, anything special that goes on at 
Capitol is likely to call forth a big sPECIAL AIR: MAIL 
RUSH EMERGENCY package, too big for my mail box, 
which invariably arrives at my door at seven thirty in 
the morning —and boy, are those special delivery boys 
sadistic. They dont just ring the bell, they stand on it. 
They know they aren't going to get any rise from me and 
so they take out a few of their own mailing frustrations 
in a nice, harmless way ... That’s for special occasions. 
but there is also my regular business correspondence with 
Capitol, which gets quite voluminous on its own. 


Don't think I'm permanently down on Capitol. Lots 
of other firms do about the same thing. | suggest that 
by mailing beefs and their close relatives, the telegram 
beefs, (below) apply just as much to the hi-fi promotion 
department as they do to records and to the rest of 
the great American economy in all its wastefulness of 
paper-power. Remember—I'm speaking here not of ad- 
vertising in general but of publicity aimed at writers, 
publicists, editors, the makers of further publicity. How 
can we write when we have to spend half of each day just 
wading through mail in duplicate, triplicate, quintupli- 
cate. I'm not exaggerating a bit. I've had as many as five 
copies of some releases. 

Well, this has taken almost as long to write as | took 
to open this morning’s crop of information. 


Rules for Publicizing the Publicists 


1. Please, fellahs, give us a chance to breathe (and 
maybe to think). Don’t depend entirely on sheer paper- 
volume and package size. It looks impressive but it 
curdles our blood. (And it won't fit in the mail box.) Try 
being suecinet and economical, maybe. Give us your 
message fairly, precisely and just once. We can read. 

2. Hf you must send everything first class air mail, then 
how about removing those big. bold letters, RUSH. IM- 
PORTANT INFORMATION, THIS IS FOR YOU that somehow 
get on every mailing piece? Didn't you know that the 
bloom is long since off that peach? 

Didn't you know that when people like us see RUSH. 
IMPORTANT INFORMATION, THIS IS FOR YOU we just can't 
help reaching for the waste paper basket and. maybe. 
missing a useful message? | want to know what vou 
have to sav. remember. | need to know. | have to know. 

3. An opposite sort of peach is that nice. friendly, 
personal letter “Dear Edward” that turns out upon 


Continued on Page 25 


Gee, we can hardly wait to get this your publication.” ask vou now. 


into print. There just aren't enough 


adjectives to describe how 
about this new product 


We got a simply terrific news release 


from Mohr & Eicoff of 112 East Wal- 


could anything have been more al- 
feel lurring? A first-rate news release and 
a prospective advertiser all in one day. 

To be perfectly frank. we will admit 
there are some magazines that won't 


ton Street, Chicago 11. Illinois, about 
the new Arazy Alok, manufactured by 
an M&F client. the Spartus Corporation 
(also Chicagoans at 2110 W. Walnut). 
This riotous clock. which runs back- 
wards, keeps perfect time and “is ideal 
for playroom and bar, a stimulating 
piece for everyone to marvel at.” Its 
a titillating tick-tock designed to give 
vou and your friends hours of fun- 
filled pleasure. 

What's even better is that Mohr & 
Kicoff sent us a grand letier, too, just 
sweet and simple and mimeographed 
with loving care. They generously 
asked us to send them a rate card and 
a sample copy of The Reporter because 

well, Pll quote their sentiments: 
“Spartus is considering advertising in 


even look at a news release accom- 
panied by one of these thoughtful of- 
fers. Even on The Reporter staff, we've 
ferreted out one of these rock-ribbed 
Puritans (who shall remain nameless) . 
Savs he. “Must the editors be subjected 
to such obvious deceit? What mannet 
of hucksters are these who try to buy 
our integrity with tainted coin?” Since 
our editor-friend’s secret ambition was 
actually to be a Shakespearean actor. 
we promptly gave him the opportunity 
to follow this pursuit full time. Ne 
room for silly idealism here!! 

| say. Hooray for Mohr and Kicoff. 
and let the bribes fall where they may. 
We'll match them word for dollar. 

Now how big an ad did vou want te 


take. fellas’ 
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close inspection to be a form letter, more or less disguised 
as the case may be. 

Perhaps you didn’t know it, but etiquette and fairmind- 
edness says that a personal letter should be answered 
personally. | believe in this etiquette and do my best to 
live up to it, at great expense of time. I resent faked 
personal letters, then, as a breach of taste and as an 
unfair taking-advantage of my time and interest. Don't 
you do it. Make it really personal, if you must. Ill be 
pleased to hear from you, and glad to have your informa- 
tion. So will most of the rest of the “press.” as we are 
sometimes called. 

1. If you are planning a cocktail party three weeks 
from now, to launch some fine new hi-fi product or a 
new recording. please DON'T TELEGRAPH. That's the rot- 
tenest old peach of all. | have no gripe against Western 
Union, but you really ought to remember that telegrams 
still tend to foretell either hideous doom or something 
personal and marvelous. A telegram tends to make the 
heart pound, either way. 

When Western Union, that kindly guardian of the na- 
tion's wire communications. gently wakes me from a 
sound sleep at six in the morning with a blast of the door- 
bell-to invite me (100 words) to a party that is weeks 
away. or even three days away. I'm apt to get sore. I 


_ The Reporter gets stories 
and articles from readers and 
other people all over the world. ocea- 
sionally an interesting direct mail story 
pops up right under our noses .. in 
this case. Garden City, Long Island, 
Be 

Toward the end of November. pub- 
lisher “Pete™ Hoke received an inter- 
esting invilation by mail from the 


dealing in high quality women’s 
fashions and accessories. The invita- 


UNIQUE 


results. Not only does it create immedi- 


tend to throw things, and that isn’t good. Sure, the tele- 
gram looks urgent and very impressive. But I don’t like 
that kind of telegram and I don’t like you, either, when 
you send it. 

5. This borders on the absurd, but it does happen. If 
you want to launch a party, you people with new products 
to introduce to the press, why not get around to it a bit 
ahead of time? I don’t know how often I’ve had urgent 
telegrams to come to a Grand Reception that very after- 
noon. And surprisingly often it turns out that the invita- 
tion—via telegram—is for yesterday. 

This, you see, is not only frustrating (since I do like 
parties, publicity or no) but it somehow casts a bilious 
light upon the organization that has done the last-minute 
job. And too, of course, it assumes that we of the “press” 
can drop everything else and rush off to imbibe liquor 
and information at a moment's notice. 

We usually do, Pll admit. Especially when the locale is 
plush and the drinks are fabulous. But nevertheless . . 

I'll never forget, speaking under this heading, about 
one great, big, wordy telegram that asked me to a very 
plush press party and forgot to say where it was. Straight 
from the President's office, too. As I say, I'm not one to 
miss a shindig and so I telephoned in, but quick. 

should've sent a telegram. @ 


Mailing included the announcement, — sie 
admission ticket and Mr. Myer’s 

personal card. Reverse of the card had 

facsimile handwritten message 

wishing recipient Merry Christmas and 

invitation to shop at Brown's even 

if he couldn't come to Stag Night. 

Admission ticket had size-chart orinted 

inside so wife could fill in her size 

before hubby went to affair. 


tae 


they reached 7700 friends and custom- 


tion requested him to attend Brown's ate sales on the evening, but also ers for about nickel a piece. More 


annual Stag Night to be held at the 
store on December 7th. According to 


the invitation, Stag Night would be This year Brown 
of 7700 customers. Hf they had hubby's 


for men only and would feature a 


showing of women’s fashions. Drinks name, they used 
for 6500 names. The other 1200 were 
mailed to the wives. with the hint that 
if they sent hubby to Stag Night. it 
could only be to their benefit. year round to men only. Since HL. E. 
weather. only 66 Brown's physical facilities prohibit 


would be on the house. 
Curiosity whetted, we investigated. 
Sure enough. it was a fashion show. 
and sure enough. there was an open 
bar for all the stags. Even though it 
was an icy snowy night. the men 


spreads Brown's name and fosters good 
will among customers. 
mailed to a list 


Because of bad 
men showed up this year. although the 


practically, they brought 66 customers 
into the store at cost of $5.30 each. 
(Ordinarily, weather permitting. this 
figure would be about $3.50.) 

This accounted Henry Brown Myer got the idea 
for Stag Night from a device employed 
by a rival department store. This com- 
petitor features a separate room, open 


this. another device had to be found, 


arrived, Models (hired) specially for usual turnout has been around 100. and Stag Night before Christmas pro- 
the occasion) displayed the latest and Fred Myer says that the ones who vided the answer. 


finest of Brown's apparel. 

Later. we collared Fred Myer. son 
of the owner Henry Brown Myer, long 
enough to ask him a few questions. 
We learned that Brown has been pro- 
moting this unique get-together for 
the past 6 years and with excellent 
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do come out thoroughly enjoy Stag 
Night. and look forward to it annually. 
Many are repealers from year to vear. 
Moreover. red says. almost all ol 
them are “buyers” and not “lookers.” 

The total cost of the mailing. we re 
told. was about 3350. For their money 


All this goes to prove something 
The Reporter has said before and will 
say again— direct mail advertising be- 
longs to anybody who wants to use it, 
whether he be United States Steel or 
the corner drug store. All it takes is 
a little imagination and planning.@ 
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REPORTER'S NOTE: 


For kids, Christmas is a time of Santa Claus and peppermint 
candy canes, but for mail order houses, it can be a time of utter 
frustration and fingernail chewing. Milway Inc., 3801 W. Juneau 
Avenue, Milwaukee 1, Wisconsin, is one of the largest wholesale 
mail order houses in the country. Fulfillment is always a tough 
job, and at Christmas it’s doubly so, but somehow Milway 
manages to keep pace with their orders, and deliver the goods on 
time. Irv Silberman, Milway’s president is a DMAA member, at- 
tended the Montreal convention, loved it, but thought there might 
have been more about the operations end of the business. Here's 
a fine story about what happens to a mail-order item after that 
scintillating copy has prompted John Q into buying. Milway Inc. 
was started 30 years ago by Irv’s father, Henry, and is now run 
by Irv and his brother Lou, firm’s Vice President and merchandising 


manager. 


How A Mail Order Firm Processes Up To 
8BO0O00 Orders A Day 


During The Christmas Season 


IGHT processing of mail orders 
‘ helps Milway, Inc., one of the 
nation’s fastest growing wholesale mail 
order firms, ship up to 8.000 orders a 
day during the busy Christmas season. 

Much of Milway’s business takes 
place during the months of October, 
November and These 
months account for a heavy percentage 


December. 


of the vears business and are like 
the weeks between Thanksgiving and 
Christmas for a department: store. 
Milway serves over 58.000 accounts 
across the There are small 
merchants throughout the country who 
depend on Milway’s vast inventories 
to supply their customers and manu- 
facturers who use the firm for premium 


nation, 


and incentive awards, 
Working at peak 

geared to a busy shipping schedule, 
Milway must give its customers the 


capacity and 


same dependable service during the 
Christmas rush as it does in July. To 
do this requires planned engineering 


on a vear-round basis. 

During the Christmas season Milway 
actually starts work on each day's 
orders the night Instead of 
waiting for the postman’s & A.M. de- 
livery, it picks up its mail orders at 
the post olhee each afternoon. 

Although during the Christmas 
period Milway’s morning crew starts 
at 5 A.M... a crew of workers from 


by Irv Silberman, President, Milway, inc. 


5 to 10 P.M. the night before already 
has started to process the day's orders. 
This night crew gives Milway a head 
start on a busy day. 

Milway’s 5 to 10 P.M. 
crew gets a good portion of the paper- 
work done in advance. It succeeds in 
having the paper at a point where it 
can be readily converted into mer- 
chandise when the actual work day 
starts. This crew gives the firm a five 
to six hour jump in getting merchan- 
dise ready for delivery. 


(night) 


From this point on, each step is 
scientifically planned. Instead of send- 
ing orders to the warehouse in a 
haphazard manner, orders are scien- 
tifeally scheduled. Every 20> minutes 
a certain proportion of orders by type 
of shipment is scheduled to the ware- 
house. Milway calls this its “20 minute 
schedule” system. 


Kach 


spec 


include a 
express 


= hedule would 
number of railway 
number of United 
Parcel orders and a specific number 
of truck orders. Milway estimates in 
advance the number of orders expected 
for this day and breaks them down 
into the number of 20 minute sched- 
ules required to ship the day's receipts. 


orders. a specifi 


For example, the firm might esti- 
mate the receipt of 8.000 orders for 
the eight hour working day. Roughly, 


this would mean 1.000 orders would 
be processed each hour. Thus the 
schedule would call for the shipment 
of 333° orders every 20 minutes. Of 
these 333, 50 per cent might be parcel 
post, 25 per cent railway express. 15 
per cent truck, and 10 per cent United 
Parcel. 

After the release of the schedule to 
the warehouse, each order is planned 
to be at a specific operation at a pre- 
determined time. At these specified 
times the order will pass the order 
filling station, the packing station. the 
checking and billing sta .on and the 
shipping station at 20 minute inter- 
vals. In this way the orders are in 
constant motion until they reach the 
shipping dock from which point they 
are loaded into trucks for final ship- 
ment to the customer. 

One major factor which governs 
the complete process is that Milway 
does not fill orders from customer's 
original order blanks. Instead it  re- 
creates the order in the form of tickets. 

For example, an order consisting of 
five items has five separate tickets 
each corresponding to an item on the 
order identifying price, color, size or 
other pertinent information. These 
tickets make it possible to fill the 
simultaneously from different 
warehouse floors and locations. These 


ordet 


THE REPORTER OF DIRECT MAIL ADVERTISING 


“ae 
Ie # 
~ 
5 
ie 
1 
7 
ware 


Recreating The Orde: 


Milway does not fill 
order from the cus- 
tomer’s order blank. 
Rather, it recreates 
the order in the form 
of ticket. Right, a 
supervisor demon- 
strates how tickets are 
pulled from the 
racks of the whole- 
sale mail order firm. 


Packing The Ord 


Right, women as- 
semble and pack the 
completed order at 
Milway’s warehouse. 
Merchandise arrives 
to these women via 
a conveyor belt at 
the large volume 
mail order firm. 


Schedule Stamp 


All Milway mer- 
chandise is selected 
by tickets identified by 
a schedule 

stamp on the ticket 

and on the customer's 
original order. After 
tickets are stamped, 
the order is 

ready for release to the 
warehouse for picking. 


Final Step 

Almost ready for mail- 
ing, the package 
above is ready to 
leave packing depart- 
ment. The worker in- 
serts the customer's 
invoice and the cus- 
tomer’s original order 
including all the 
papers in the carton. 
The box is placed on 
the conveyor for 

the post office. 


items later will meet at a specific time 
and assembly point to be shipped out 
of the warehouse. 

All of this merchandise is selected 
by ticket identified with the schedule 
stamp on the ticket and on the cus- 
tomer’s original order. These distinct 
schedule stamps are the means by 
which Milway reassembles merchan- 
dise into the original customer’s order 
at packing for eventual shipment. 

These principles of a parallel flow, 
plus the overlap in hours, reduce order 
processing time by more than a half 
day. These are the ingredients of Mil- 
ways system which make it possible 
to swiftly process orders during peak 
loading periods. By keeping the orders 
in constant motion, it is able to ship 
rapidly in large quantities its 
200,000 square foot warehouse. 

Robert Silvergleid, Milway’s opera- 
tions manager, used a specific order to 
illustrate how the system works, With 
the paper-work already completed, the 
order is at the schedule desk waiting 
to be assigned schedule time for ware- 
house processing. The order he selected 
was to be packed from 3:40 to 4 
o'clock P.M. From 3 to 3:20 P.ML, it 
is to be picked on various floors in 
the warehouse. Simultaneously — its 
small valuable merchandise, general 
merchandise and bulky merchandise 
will be selected. 

The order will be assembled and 
checked from 3:20 lo 3:10 P.M. It 
will be packed from 3:40 to 4 P.M. 
From 4 to 4:20 postage will be at- 
tached. The order will be billed from 
1:20 to 4:40. It will be shipped from 
to 5 o'clock. Transforming the 
order from a slip of paper to assembled 
merchandise ready for shipping — re 
quires a smooth systematic operation, 

To assure prompt services necessi- 
tates that the warehouse operate at 
peak capacity — that workers show the 
same efliciency in filling a small order 
as they would in filling a large one. 

Last year on December 17, unknown 
to its personnel, Milway hired the firm 
of Hyman W. Madnek, Milwaukee 
certified public accountants, to check 
the speed of its order processing. The 
Madnek firm found that out of over 
1.000 orders received, 976 were either 
shipped or processed for shipment 
within eight working hours. 

Mail order claims a lot of headaches 

lists, copy, when to mail, format. 
Just as big a problem is the complexity 
of order fulfillment, often overlooked 
in the midst of the so-called “creative” 
problems. Only one who seems to have 
the fulfillment problem solved 
is Santa Claus... and we understand 
he’s not talking.@ 
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How Fast 


In the July 1959 issue of The Re- 
porter, we published this query in 
Short Notes: 


[) QUESTION? Can anyone tell us the 
original source of the figures which are 
used to prove how quickly people for- 
get? Over the years many writers and 
speakers have quoted figures, such as 25 
out of every 100 people forget in one 
day what they've heard. Or after four 
days 75° of the people forget what 
they have read or heard. We've listened 
to other figures, such as 80° of the 
people forget everything they have read 
within 24 hours or one week. We've 
been asked to trace the source . . . but 
cannot find. Who conducted the experi- 
ments? Seems like we remember Ken- 
neth Goode, Donald Laird or Ben 
Sweetland using figures like these back 
in the 1920's 


Bill Laughlin of Prentice-Hall was 
the only reader who could trace the 
source. Told us it was in a book by 
Albert T. Poffenberger, “Psychology 
in Advertising.” But search revealed 
both editions out of print. Published 
originally by A. W. Shaw Company in 
1925. Republished by McGraw-Hill in 
1932. 

Our field editor, Peter Fischer, 
found the following on pages 488-489 
of Poffenberger’s book in the New 
York Public Library: 


“Laboratory studies could be cited to 
show that the optimal interval between 
repetitions varies with the stage of learning. 
Inferences concerning this question have 
often been drawn from the curve of forget- 
ting. Such a curve is illustrated by Fig. 113 
and the data from which it is drawn are 
shown on Table 100. They are taken from 
a study of disconnected words by Strong, 
and represent the percentage that is for- 
gotten after varying intervals of time when 
measured by the recognition test...” 


People 
Forget 


Editorial observation: We don’t be- 
lieve these studies are conclusive be- 
cause there is a big difference in 
THINGS to be forgotten or remem- 
bered. That is, some startling, sensa- 
tional THING or event may be re- 
membered for a lifetime. We suppose 
the chart and statistics refer to just 
ordinary things. 

But if the professors are right about 
OO per cent being forgotten in seven 
days ... then we have been all wet all 
these years preaching that a normal 
interval in continuous campaigns 
should be a month. Or the professors 
may have overlooked the fact that the 
monthly repetition of a house maga- 
zine (for example) builds up an in- 
creasing remembrance value. After a 
year or so of favorable impressions 

. a popular house magazine might 
change all the interval statistics. Lots 
of room for argument. 

At any rate . . . keep this source 
material on file so we won't have any 
more searches for this particular 
source. Thanks to Bill Laughlin for 
supplying the lead. 


THEN, 
FROM A READER... 


No sooner had we gotten this infor- 
mation from the library, than we got a 
letter from reader Henry G. Burger, a 
consultant in marketing tactics. 100 
East 18th Street, Brooklyn 26, N. Y. 
Here's what he writes us—in answer 
to the Short Note query—-about a basic 
and authoritative psychological experi- 
ment. 

Twenty minutes after material was 
presented, 97°. of it was recognized, 
but two days later, the amount was 
only 75%. 

When subjects had to recall the 
material, the score greatly worsened. 
After 20 minutes, only was re- 
called, and after two days, just 10! 


Details appear in the book by Carl 
I. Hovland, Irving L. Janis, and Har- 
old L. Kelly; Communication and 
Persuasion (New Haven: Yale Uni- 
versity Press, 1953), page 249. 

The wide fluctuation in remembrance 
from 97% down to LO‘¢—holds two 
morals for direct mail men. First, ree- 
ognition is increased when argument 
and “purchasibility” are as close as 
possible. Thus, direct mail enclosing an 
order blank would win the 97 fresh- 
ness, whereas a weekly magazine would 
allow the intervention of days of for- 
getting before the product might be 
ordered. 

Secondly, recall is so ineffective 
when compared with recognition, that 
maximum jogging will result only 
when all elements of a marketing cam- 


paign bugle a single theme and _ art- 


work. Then each element reinforces 
the others, and requires no cross-over 
recall. For instance, direct mail will 
be stronger in promoting a store-sold 
item if it previews some elements of 
the point of purchase material which 
will later beckon the shopper—instead 
of twittering an entirely different and 
non-visual advantage story. In_ this 
simple way, the direct mailer may 
boost his two-day cue from the fuzzy 
realm of recall (LOC remembered) to 
the vivid realm of recognition (75% } 

thereby making it 7.5 times as 
effective! 

All of this forgetting business re- 
minds us of the story of the fellow 
who went to a psychiatrist with a seri- 
ous problem. He said: “Doc, Tll go 
crazy if you don’t help me. I start tell- 
ing somebody something and when I 
get halfway through, | forget what | 
was talking about.” The doctor re- 
plied: “That is serious. How long have 
you had this situation?” The patient 
looked startled and said: “What situ- 
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IRCULATION men in the United 

States may not understand much 
about pounds sterling or pesos or 
franes . . . but they certainly under- 
stand about dollars. If somebody says 
that they may save thirty dollars—or 
even more—for every thousand circu- 
lars mailed from abroad . . . then he’s 
touching their hearts. 

The increase that became effective 
on August first last year made postage 
jump one hundred percent, from twen- 
ty dollars to forty dollars a thousand.“ 
An increase like that makes it very dif- 
ficult to operate at a profit from the 
United States. This may not be so 
good for the business . . . but it has 
done something else. It has sharpened 
the imagination and may, in the long 
run, save a lot of money. 

For the American business man to 
start a foreign operation is like getting 
married to a foreign woman: She may 
be a beautiful girl . .. but, even if you 
speak the language, you will have to 
get used to her different pattern of be- 
havior. 

Before going any deeper into the 
promotion of foreign business let's 
get some fundamentals straight: 

You cannot mail from foreign 
countries with a USA return address 
on your mailing envelope. 

You may have your own New York 
address on the return envelope or 
card, as well as on the letterhead. 

You cannot use a business reply 
envelope or card so that you may pay 
for the postage on receipt in the USA. 
Actually, it does not make any differ- 
ence. For years I have been receiving 
subscription orders from all over the 
world and always the sender has paid 
his own air mail postage. Many of 
them even register the letters! 

The matter of a corner card for 
your mailing envelope can be solved 
very easily. In many cases you are 
able to mail with no return address. 
but then you are missing a good op- 
portunity to clean your list, which is 
very important in this case. 

You may use the address of 
branch office in the country, if you 
have one. If you have a representative 
or agent you may establish a legal of- 
fice. perhaps to the extent of having 
the name on a plaque or included in 
the building directory. Or if you have 
no representative you may want all 
the nixies to go back to the mailing 
house which, in all probability, can be 
set up as your legal representative for 
this purpose. 

If you choose to have your postage 
stamped, keep in mind the country of 


* This is the Third Class rate for mailing 
from the USA to foreign countries. 
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HOW TO PROMOTE SALES 


WITH OUR NEIGHBORS OVERSEAS 


by Otto D. Smith Circulation Manager, McGraw-Hill International 


Circulation Manager outlines mechanics of mail 
handling and language; answers questions about 
copy and finding mailing lists. 


REPORTER'S NOTE: 


Otto Smith has worked as a free-lance radio scripter, an assistant 
manager for McCann Erickson in Cuba, and for the past 12 years has 
headed up the circulation department for McGraw-Hill’s five international 
magozines. He was born and raised in Havana and, as he says, between 


d to get an education. He sp 


ks a Iti of 


languages, ‘end thinks equally well in all of hom. At McGraw-Hill he 


has the awesome task of pr ting three 
(El Automovil Americano, 


Ingeneria Internacional Construccion, and 


Ingeneria Internacional Industria) and two English language magazines, 
The American Automobile and the McGraw-Hill Management Digest. 
In this article he lets us all in on some of the joys and also the sorrows 
of mailing from foreign shores. Sound advice and good reading for 
mailers looking for new and different ways of promotion. 


origin and the countries of destination 

. and use a little ingenuity. It may 
happen that. having a choice, you 
could use a stamp to work unusually 
well... or the reverse. For example. 
not so long ago a big international 
magazine made a mailing from Spain 
to Latin America. The stamp was one 
showing Generalissimo Franco in his 
best uniform ... and the mailing was 
a terrible flop. Apparently he is not 
very popular in Latin America and his 
face was not welcome to most pros- 
pects. 

The question of mailing from a 
foreign country into the United States 
is a delicate one. There are a lot of 
pitfalls involved and I would recom- 
mend that you check with the Post Of- 
fice before attempting it. 


Building the List 

Let’s assume that you have never at- 
tempted to mail promotion into a for- 
eign country and now want to do it... 
for which purpose you will have to 
decide which countries to select and 
how to compile your basic list. 

Business men, engineers and profes- 
sionals in most countries can read 
English since it is part of their train- 


ing and career. Members of the Amer- 
ican and British Clubs and chambers 
of commerce are, naturally, good pros- 
pects for many magazines printed in 
English. 

Also, a good starter would be the 
countries where the English language 
is either official or semi-official: Union 
of South Africa, India, Australia, New 
Zealand, Philippines. Egypt, Jamaica 

How do you acquire the names for 
your mailings? There are brokers in 
the United States who could rent a list 
for you, (if there is one available for 
your particular needs}. And, there are 
thousands of directories that you 
could buy or have bought for you by 
your agent abroad. Some directories 
cover several or many countries, e.g.. 
the Anuario Kraft for Latin America, 
Dun and Bradstreet, B.1.A.., ete. 

As a matter of fact. there are direc- 
tories of directories. One of them is 
published by the Department of Com- 
merce—where. incidentally, you may 
buy foreign trade lists at two dollars 
each. Another one is “Trade Direc- 
tories of the World.” published by 
Croner Publications. Queens Village, 


N. 7: (Cont. on page 32) 


31 


i 
q 

2 
¥ 

hos 

ue 

- 

| 

pave 

ace 

ye) 
fe 

ast 


There is a man in New York who 
specializes in providing foreign trade 
directories. He is Dr. Frederick 
Freund, 120 Riverside Drive, N. Y., 
N.Y. He can advise you on your needs. 

If you have personnel who under- 
stand the language involved you may 
glean a lot of names from classified 
telephone directories. Most of them 
are available through the telephone 
company at a very reasonable price. 
If you already have some foreign cir- 
culation you may questionnaire your 
subscribers for names of 
friends and business acquaintances . . . 
and they'll be happy to oblige in most 
instances. 

And. very important, ask your typ- 
ists or letter shop not to abbreviate 
names, no matter how long or how 


present 


many are involved in any one ecard, 

When filing and maintaining your 
list do it by countries and then alpha- 
betically by name. To help you with 
the spelling of towns and countries 
you should invest a few dollars in the 
“Webster's Geographical Dictionary.” 
It lists and deseribes all cities and 
towns in the world. 


Writing the Copy 


In most cases you may promote 
your magazine in English. It is natur- 
al to think that if they can not read 
your promotion they can not read 
your magazine. However, if you are 
promoting native readership there is a 
certain advantage in using the impact 
of the native language. Once your 
prospect opens the envelope you stand 
a better chance of catching his eve 
and selling him provided you 
don't offend him with a horrible trans- 
lation of his beloved language. 
Translations are a tricky business, 
but not very difheult to handle if you 
use your head and plain common 
Do not make the mistake of 
thinking that anybody who speaks 
the language is a translator. let alone 
a good translator. Just remember that 


serise. 


when you prepare your copy here, in 
English. you don't give it to somebody 
whe is not a copywriter. Either have 
your translations made in New York 
by a professional, who has proved his 
stuff, or have it made in the country 
of destination. Your branch 
representative could 
handle it for you without a hitch. 
When you prepare your layout and 
your copy, all slang should be avoid- 
little restraint 
should be used. This also applies to 
the use of America when vou refer to 
the United States. It is confusing and 
even offensive, for the simple reason 
that America extends from the north- 
ern frontier of Canada to the Cape of 


othe, 


your agent of 


ed. and perhaps a 
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Making the Mailing 


There are, of course, many ways of 
handling a mailing from a foreign 
country. You may have some leeway, 
depending on the country, but this is 
probably the best, most practical way: 


To begin with, you get in contact 
with a mailing agent in the country 
you select and reach an understanding 
with him. In New York you could con- 
tact Dillon-Agnew Associates, Ine. 
who will be happy to handle a mailing 
for you. 

You address your list on gummed 
labels which come 33 or more to a 
sheet. They are easy to handle and 
economical to type-address. If you are 
contemplating more than one mailing 
you may use the kind that come in sets 
of two. three or four sheets, with car- 
bon paper already in place. By cross- 
ing out your orders and nixies on the 
carbon copies it will be ready for 
another mailing at a moments notice 

. and save you the cost of address- 
ing the list again. 

You have your copy and, if neces- 
sary. have had it translated. The best 
way is to set type here in New York 
and prepare off-set mechanicals for 
everything. If you have an_ electric 
typewriter you may do it yourself in 
your office. Using off-set mechanicals 
will allow vou to control your copy 
here. without any need for proofread- 
ing at the other end. 

Make sure that your instructions 
are crystal clear and that all specifica- 
tions are included, Practically all you 
have to know is what size envelope 
they can supply and what paper you 
are using. Of both you should be able 
to get samples. 


Your labels can be either air- 
shipped or airmailed for a few dollars 
and your mechanicals should, of 
course, be airmailed with the neces- 
sary protection. As far as | know 
nobody ever had any trouble getting 
them through Customs as printed mat- 
ter, or so called business papers. 

In some countries you may get 
away with material shipped from New 
York. but I don’t recommend it, es- 
pecially dealing with Latin America, 
where you might have to pay 150% 
of the value they assign to your ship- 
ment. 


Receiving the Orders 


When starting a foreign operation 
there is one thing you have to decide 
beforehand: How Are You Going To 
Receive Your Orders And Get Paid 
For Them. 

After you have some experience, 
and if the size of your operation 
erants it. vou may open bank accounts 
in most foreign countries and either 
transfer the funds to New York, when 
possible, or spend the money in the 
country. For example, traveling brass, 
salesmen, or buyers might be able to 
use the money. 

Your best bet. however. is the use 
of subscription agents for the receipt 
and payment of orders. Their working 
arrangement is usually very simple. 
They will collect the equivalent of 
your dollar rates in money of their 
country. and they will remit to you in 
dollars. less their commission. 

This works out pretty well in Eu- 
rope and the Middle East but in Latin 
America subscription agents and book 
sellers are not so abundant and metie- 


Argentina 

Anvario Kraft 
Reconquista 319-27 
Buenos Aires, Argentina 


Belgium 

Bodden and Dechy 
65-67 Rue du Lombard 
Brussels, Belgium 


Canada 

Automatic Mailer Service Register 
6078 Sherbrooke West 

Montreal 28, Canada 


Might Directories Ltd. 
192 Spadina Avenue 
Toronto, Canada 


Herbert S. Waits Ltd. 
135 Liberty Street 
Toronto 3, Canada 
(Also in Montreal) 


France 

Didot-Bottin 

195 bis Boulevard St. Germain 
Poris Vil, France 


Great Britain 

British and International Addressing Ltd. 
BIA House, Chalton St. 

London N.W. 1, England 


Holland 

Mr. J. Luyting, Direct Mail Div. 
Vierhand 

Spaarne 55 

Haarlem, Holland 


Cathay Ltd. 
P.O. Box 117 
Hong Kong 
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ulous as the European agents. There- 
fore, you are better off making ar- 
rangements with a bank to receive 
your orders and cash, and either remit 
to you every month, (when regula- 
tions permit) or put it in your account. 

You also have the large American 
agency operations; such as McGraw- 
Hill Export Subscription Agency, 
Moore-Cottrel, Franklyn Square, ete., 
who will handle your orders and pay 
vou in dollars. 


When you establish your renewal 
operation for foreign subscribers you 
have another decision to make. It is 
whether to promote them from here, 
or from a foreign country. Frankly, 
unless you count your subscribers by 
the thousands you should do it from 
New York, preferably by first class, 
but even better, by air mail. 

Your approach should be as simple 
as possible. Since your magazine is 
written in English it seems natural 
that the subscribers understand the 
language and will be able to read your 
renewal letters. However. if you de- 
cided to have letters in Spanish for 
Latin America make sure you do not 
send them to Brazil. They speak Por- 
tuguese and would very much resent 
your using a language which is neither 
theirs nor yours. 

Your renewal mailings should give 
your subscriber ample time to renew 

and allow yourself time to receive 
the renewal order and make the nec- 
essary changes on his stencil so that 
he does not miss any issues. 

In McGraw-Hill we have found that 
starting about three months ahead of 
expiration produces the best results 
for us. Then we follow up with a let- 
ter every month. 


Mexico 

Merchandising & Marketing 
Vallarta 1 

Mexico 4, D.F., Mexico 
Humberto Ruiz Sandova! 
Ramon Guzman 37 
Apartado 763 

Mexico D. F., Mexico 
Spain 

Circulation Press 

General Pardinas 95 
Madrid, Spain 
Switzerland 
Adressenzentrale 
Schulnausstrasse 64 

Zurich, Switzerland 
Venezuela 

Sistemas Postales S.A. 
94-95 Plaza Candelaria 
Caracas, Venezuela 
international Direct Maii 
Advertising 
Dillon-Agnew Associates Inc. 
6 East 45th Street 

New York 17, N.Y 
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Countries from Which to Mail 
Canada 


Just around the corner, Canada offers 
several advantages. The main one is a pos- 
tage rate of $20 Canadian per thousand. 

The best thing about Canada is that you 
may prepare your complete mailing piece in 
New York, affix two cent Canadian stamps 
and then ship via Railway Express or truck 
to your agent. Your agent then has to ar- 
range customs clearance, and deposit it in 
the Canadian Post Office. For this operation 
you have to get clearance in advance from 
Canadian Customs in Ottawa or your first 
mailing may be held up. 

Prerequisite for this: Every single piece 
must have “Printed in USA” logo; corner 
card of envelope must have Canadian ad- 
dress; and orders must be directed to Ca- 
nadian address. (not for processing but for 
forwarding to USA.) 

The other alternative is the normal one in 
other foreign countries,—have your entire 
mailing produced in Canada, with the ex- 
ception of the addressing. 


There are a lot of American companies 
who use their mailing facilities. Printing is 
of high quality and the postage rate of 
$15.90 ($10.60 for Holland) per thousand 
is rather advantageous. 

The same as in other countries, it is better 
to send off-set mechanicals and addressed 
labels, so that the material may be printed 
there and you have no difficulties with Cus- 
toms. 

In a pinch you may send everything from 
New York, but you are running the risk of 
either delaying your mailing, or paying 
duty. or both. In many cases it pays to have 
an agent for your mailings in Holland who 
will take care of all the negotiations. 


Mexico 


Not so close as Canada, but pretty close 
at that, is Mexico. You may know Mexico 
as the land of tequila, sombreros . . . and 
MANANA, Some of your preconceived ideas 
are bound to be true, but the fact remains 
that you can mail from Mexico for $8 a 
thousand to Latin America, and $14 per M 
to the rest of the world. 

If you are able to plan in advance, so that 
a delay of one or two weeks won't be a 
disaster, you may save a lot of money by 
mailing from Mexico. It is of the utmost im- 
portance to have all the work done there, 
with the exception of the label addressing, 
which you will do in New York. Better get 
samples of the envelopes beforehand, be 
eause they are sometimes quite different 
from the ones we use. 


Spain 


The cost of mailing from Spain is low. 
Postage alone is 150 pesetas per thousand. 
which at the current rate of 60 pesetas to 
the dollar, comes to the terrific amount of 
two dollars and fifty cents per thousand. 

Mailing from Spain requires a lot of pa 
tience. The printing is good but you have 
to have an agent to supervise it. 

Again, if nothing important is tied in with 
the time of your mailing this would be a 
very inexpensive place to make an off-beat 
mailing. The sheer foree of your dollars 
might work to a terrific advantage and pay 
off very nicely. 


There are, of course, many other 
places from which you can mail. I have 
only mentioned a sample of the most 
advantageous. Here are a few more: 
Argentina, Cuba, Venezuela, Belgium. 
.. . Even in Hong Kong is an 
advertising agency, Cathay Limited, 
which will handle your mailings. 

The possibilities of a foreign oper- 
ation are unlimited and fascinating. 
There are so many millions of people 
in the world and some of them will be 
willing to pay for the information con- 
tained in your magazine. Many adver- 
tisers will welcome the free ride you 
give them in foreign lands. And you 
will probably have th= added stimulus 
of dealing with people who will give 
you a fresh point of view. Perhaps it 
will also give you added prestige. But 
more than anything else it should be 
able to give you added revenue.@ 


AN EXAMPLE OF 
SOME REALLY 
FINE WRITING 


If you like picturesque writing . . . 
develop the habit of watching for 
good examples as you read your 
favorite newspapers or magazines. 
It’s an interesting habit... and you 
can save clippings for your idea file. 
Every once in a while some reporter 
gets enth: sed and spills over with 
something out of the ordinary. 

That happened in the November 2, 
1959 issue of Newsweek (page 25). 
Writing about the golden autumns of 
New England and how the tourists 
come by the tens of thousands to see 
the brilliant foliage, the reporter 
concluded with these observations: 

“Even New England Yankees, 
however, don’t: always measure the 
meaning of the autumn in terms of 
dollars. New Hampshire, a man 
reported to the tourist bureau that the 
leaves had reached their peak at 1:17 
p.m. of a certain day. How could he 
possibly tell? “Ll was looking out my 
window and the colors were beauti- 
ful. the man wrote. ‘It was 1:17. A 
second later a leaf fell.” And that was 
the sadness of autumn. Now, the 
north winds would blow and the trees 
would stand gaunt and forlorn against 
the darkening winter sky.” 

We'd call that fine writing. Sounds 
like the late Marjorie Rawlings in 


“The Yearling.” @ 
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by PAUL BRINGE 
MICHIGAN TUBERCULOSIS ASSOCIATION 


IVANHOE 4-4541 


Upgrading 


Letter Copy 


With two letters selling the same 
product there is no need for a rewrite. 
We can call the Wisconsin TB letter 
Before and the Michigan letter After. 

Let’s look at the Wisconsin letter 
picturing an Xray of the human chest. 
Though it is a human chest it is com- 
pletely impersonal and probably not 
understood by many people. More 
important, it does not have an 
emotional appeal. We know people by 
their faces. It is easy to love, hate, pity 
or praise when we gaze into a human 
face because it is easy to put ourselves 
into the picture, But who will put him- 
self into a chest x-ray picture? Most 
of us do not want to look at human 
bones, People do not want to identify 
with death — only with life. 

The Wisconsin letter shows lack 
of appreciation of why people give 
money, It says the picture is of “some- 
one’s” chest. It should say “a picture 
of a little boy's chest.” With those 
words we can begin to relate the appeal 
to our own son or the neighbor's boy. 

The second paragraph uses the word 
“persons” when the word “people” 
should be used. This is not a matter 
of dictionary definition but of feeling. 
Person is a more formal word than 
people, perhaps because it comes from 
an Etrusean word meaning “mask.” 
So often a delicate shade of meaning 
in a word can build or destroy a 
reader's emotional acceptance of our 
message. 

The letter goes on to tell us what 
the Anti-Tuberculosis Association — is 
doing. This is another mistake. Asso- 
ciations, Corporations, Organizations, 
States or Nations never do anything 
It is people who do things. They may 
do it alone or in groups but it is 
always people, Can you picture an 
Association? Is it red or blue, tall or 
short? Will it smile at us or shout? 
People are alive, they move, they can 
be seen in the mind — organizations 
never can. Don't try to sell a structure 
when your reader wants to buy people. 

The third paragraph mentions Red 
Schoendienst but does not identify him 
in terms of TB or baseball and this is 
a mistake. Even if the reader knows 
all about him, and not all do, he wants 
to hear it over again. He wants to 
identify with Red not only his 
triumph as a baseball star but also in 

(Continued on page 35) 
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403 SEYMOUR AVENTE LANSING 14, MICHIGAN 
November 1959 


Charlie Maxwell... 


Now that the cheering baseball crowds are stilled 
for this season, I'm playing on another team. 


I am the 1959 Michigan Christmas Seal Chairman. 
I*ve joined the battle against TUBERCULOSIS. The 
stakes are high. [t is a silent battle waged in 
research laboratories, hospitals, schools and com- 
munities across the nation. 


What does a baseball player like me know about TH 
I know that when a healthy specimen like my friend 
Red Schoendienst of the Milwaukee Braves is put 
out of action by TB, none of us is safe. 


I know that every day in Michigan 10 people 
found with active tuberculosis. I know that TB kills more people in « 
state than all other infectious and parasitic diseases combined. 


But we ere beginning to unravel the mystery of tuberculosis. In our 
TB can be obliterated. WITH YOUR HELP! 


Research costs money. Christmas Seal money. This money also works in the 
Jevelopment of new techniques of diagnosis end treatment. It supports a 
state-wide program which tells the facts about TB. It helps to find those 
who are sick but may not know it. 


WE NEED YOUR HELP. 


se these Christmas Seals on your holiday mail. And send your contribu- 
tion im the enclosed return envelope. 


Sincerely, 


Charles Maxwell 
Christmas Seal Chairman 
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his misfortune as a TB victim — and 
he wants to rejoice with him in his 
successful battle against TB. Here is 
an opportunity for reader empathy 
thrown away. 

The Wisconsin letter cannot resist 
listing the names of officers and com- 
mittee members. The reason usually 
given for this is the effect of the good 
example set by prominent community 
leaders on the rest of us citizens. Pagh! 
It is pap for the committee members 
a sop for their ego and an expensive 
one when it uses space that should be 
devoted to getting every possible dol- 
lar in contributions. Long lists of sup- 
porters have no place on a charity 
appeal letterhead. It costs very little 
to list such names, it’s true. but it 
costs too much if it reduces the re- 
sponse by as little as $10. 

The Michigan letter does not need 
much discussion because it scores 
1007 on every point where the Wis- 
consin letter fails. It uses a picture 
of a well-known ball player. it’s me 
to you all the way through and it 
identifies the writer with Schoendienst 
and us with both of them. It tells us 
what TB is doing every day and to 
how many people. It never talks about 
an association but only about us and 
do about it. And _ it 


what we can 


graciously spares us a social roster of 


the community. Too much charity 
work is done for uncharitable reasons. 

Wisconsin letter: Cold. impersonal 
unimpressive. 

Michigan ietter: Warm. human, 
friendly. 

Mavbe the national office of this 
organization will have the opportunity 
to compare results in these two states 


with last year’s performance. @ 


WHERE DID THE 
COCKTAIL GET 
ITS NAME? 


Since the word “cocktail” has be- 
come so closely identified with the 
advertising business maybe some of 
you folks would like to know its 
origin if for no other reason than as 
a conversation piece. Try asking your 
friends (on the first round) the ques- 
tion at top of this item. We learned 
all about it in Herman Herst Jr's. 
monthly house magazine for philatel- 
ists, “Herst’s Outbursts,” published at 
Shrub Oak, N. Y. 

Herman claims his authority is 
none other than James Fenimore 
Cooper, who somehow or other un- 
covered the fact that “a young lady 
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named Betsy Flanagan was respon- 
sible for the adoption of the word 
into our language. Miss Flanagan 
kept a tavern near Shrub Oak, N. Y. 
which was frequented by the Ameri- 
can and French officers of Washing- 
ton’s army. The Flanagan establish- 
ment made a specialty of a drink 
called a ‘bracer.” The sympathies of 
many Shrub Oakers in those days 
were with the Crown, and the officers 
often teased Betsy about her obtain- 
ing her supplies for their use from 
Royalists. Knowing that no true pa- 
triot would buy anything from a 


PUNCHED CARD 
AUTOMATION 
and ADDRESSING 
NOW POSSIBLE 
with COMPACT, 
SIMPLIFIED 


MODEL 10 


@ Model 10 introduces the economies 


of Scriptomatic methods 
every business. 


@ Speed and Simplicity are the key 


features. Feed of material activates 
all operations: (Master feeding, 
ejection, stacking and counting). 


Tory, Betsy arranged an entire repast 
with every item coming from Tory 
homes and farms. Even the final 
course, the bracer, served to them at 
the bar was decorated with a cock’s 
tail, which as Betsy taunted them 
later, came from a Tory farmer's 
roost. A toast to Betsy for her suc- 
cessful joke was called for, and one 
French officer exclaimed, “Vive le 
cocktail!” Betsy continued to dee- 
orate her drinks with cock’s tails, 
and as the story spread through the 
Armies, the drinks themselves soon 
became cocktails. @ 


e Switch between hand feed and 
automatic feeder in less than a 
minute. 


e Available with selective printing 
mechanism. 


e@ No hand levers or foot pedals. 


@ No belt conveying mechanism. 


WRITE FOR ILLUSTRATED BROCHURE 


Punched Card and Scriptomatic Automation 


Scriptomatic methods combine all the advantages of punched card auto- 
mation and conventional addressing equipment. Scriptomatic offers a full 
range of machines and methods to tie in any punched card system you are 
using or plan to use. Today you can get all the advantages of a high speed, 
fully flexible addressing and data writing system...at a running cost 
differential as amazing as the cost comparison between a card and a metal 
plate. You enjoy not only low first cost but continuing savings in automatic 
file maintenance, filing space, and elimination of duplicate lists. Scriptomatic 


is the system geared to tomorrow . 


. Imagine your punched card system 


flowing through a Scriptomatic machine for selective, flexible, high speed 


addressing. 


Write for case studies and descriptive 
material, Discover now, at no obli- 
gation, if Scriptomatic can 

improve your procedures. 


SCRIPTOMATIC, INC. 


300 N. 11th Street, Philadelphia 7, Pa. 
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Doubtless, the spate of publicity 
about rigged quiz shows and a con- 
certed effort on the part of the televi- 
sion industry to clean up TV commer- 
cials, will have its effect on all adver- 
tising. 

The excesses of wild claims, unsup- 
ported hyperbole, still practiced by 
some users of direct mail will. in time, 
be open to similar investigations. 

From our vantage point we have 
the opportunity to read many direct 
mail letters and folders each month. 
While many of them are truthful. 
there are still some practitioners who 
half-truths, unsupported 
claims, spurious guarantees. mislead- 


resort to 


ing deseriptions of merchandise. and 
such. 

While 90-44 100°) of direct: mail 
copy may be pure, the remaining 
56 LOOT, can. and does, give the en- 
tire medium a black eve. 


Truth is Hard to Convey 


Back in 1925, O. A. Owen. a top 
advertising writer of his day. had this 
to say about believable advertising: 

“To tell the truth in such a way that 
people recognize it as such is one of the 
hardest things men set themselves to do. 
From the time when, as children, accused 
of some other kid's misdeeds, we wept and 
pleaded to have our innocence believed by 
incredulous parents and teachers, up to the 
era when we go into print and tell the pub 
lic what we know about our canned goods, 
fireless cooker, or shovels, we are con- 
stantly aware that all the lies ever told by 
others have armored average human minds 
against us. We find, too, that though sin 
cerity has an aecent of its own that. is 
popularly supposed inimitable, insincerity 
ean counterfeit that accent with wonderful 
accuracy. In writing advertising copy, it ts 
not enough to know that one is telling the 
truth. That, alone, will not necessarily make 
the public give credence. Our knowledge of 
the product, our enthusiasm, and our sin- 
cerity will not automatically produce con- 
viction. To rely wholly on them is to make 
the mistake of the actor, who, disdaining 
all tradition and technique, thought if he 


“Reed-able Copy” 


A Morthly Clinic Conducted by Reed 


believed himself to be Richelieu while on 
the stage, he would act the part to perfec- 
tion. There is a technique in believability 
in advertising. 


Copy Check Points 


Perhaps now is a good time to deal 


in fundamentals—get down to cases 
reappraise some of the copy we are 
turning out. and place upon it the 
vardstick of believability. 

Following are some check points it 
would pay all of us to use in the direct 
mail copy we prepare to give our 
copy that “believability” so important 
to its success, 

First. | think we can set down as a 
copy axiom always to use figures 
when possible instead of words, and 
to use exact figures instead of round 
sums in making a point. 

\s an instance, a business magazine 
in its subscription letter may say: 

(Name of publication) gives you each 
month a wealth of suggestions by a bat- 
talion of writers 

It is much more believable to say: 

(Name of publication) offers this month 
$27 suggestions by 140 competent writers. 

When a quotation is made from a 
hook. report, or other document, it is 
worthwhile to cite the exact volume. 
chapter and page. 

When using testimonials it is ad- 
visable to give addresses. even tele- 
phone numbers to add credibility to 
the testimonial. 

When we use such phrases as “a 
great Western city” instead of “Den- 
ver” we create suspicion. The same 
goes for a signature on a testimonial 
reading “a celebrated judge” instead 
of naming the judge and his court. 
Or. if it is not possible to use actual 
names. testimonials 
with “name on request” helps a great 
deal. 

Again in the use of testimonials. 
vou will add credence to your copy 
if the testimonials are in the same 


igning such 


general area in which your mailings 

A testimonial from a housewife in 
Texas. or a contractor in California. 
is not nearly as convincing to a possi- 
ble buyer in Detroit as a testimonial 
from the state of Michigan. 

Another area where much direct 
mail copy tears down confidence is 
in claiming the product or service to 
be the best. In the same mail the 
your letter on 


prospect who gets 
receive another 


your mailing may 
from one of your competitors in 
which he claims his is. the best. 
Merely saying yours is the best is not 
enough. You should be able to bring 
proof of that fact to your reader. 

Screen your copy for weasel 
phrases. such as “We look forward 
to adding your name to our growing 
list of subscribers.” What does that 
mean? Does it mean you have added 
100 new subscribers in the last 6 
months? A thousand in the last 2 
days? Or what? How better 
to sav “Busy executives are subserib- 
ing to (name of publication) at the 
rate of 150 per day due to this special 
campaign.” 

Watch out for such phrases as 
“This machine runs at virtually un- 
limited speed.” Say. rather. “While 
its speed is not unlimited, this ma- 
chine will operate easily at...” 

Watch out for “The hot glow 
burner is virtually indestructible.” 
Rather. say “It is possible to damage 
the hot glow burner. but with reason- 
able treatment. it will...” 

And, “It costs virtually nothing to 
learn about .” Be factual and say. 
“It costs less than a dollar to learn 
about...” 

No product or service is perfect. 
Admit it. Again quoting from O. A. 
Owen: 

I will never forget looking at a Fox type 
writer in a store run by a young Irishman 


THE REPORTER OF DIRECT MAIL ADVERTISING 


: 
4 
ae 
ae 
“1 
# 
4 
2 
a 
ib 
ae 
Re 
‘ot. 


in the Rue Vivienne, Paris. The Fox is an 
English machine built apparently by a 
maker of battleships. Every type bar and 
part is about 5 times too massive for its 
purpose. This young fellow did his Irish 
best to sell it, but was betrayed into the 
admission, “Sure it’s clumsy but . . .”. 
bought it on the spot, enraptured. knew 
it had no other faults or he would have 
blurted them out. 

Neither you, nor your product, nor 
service will lose stature by admitting 
it isn’t perfect. 

Shy away from superlatives such as 
“Best™ or “Greatest” or “Finest.” 
After all, who believes them when you 
say them? 

Again, in your testimonials, if 
someone has written you about the 
excellence of your product, make sure 
to pick those testimonials which re- 
late definitely in what way your prod- 
uct is most efficient. 


Back Up Your Guarantee 


Watch that guarantee. Make it 
meaningful. Make it definite. Tell 
your prospect he can return it at the 
end of 10 days and his money will be 
sent back immediately. 

When you offer a bargain. don't 
clothe it in some pompous pretense, 
such as. “To reduce the cost of liv- 
ing.” Or. “Because we are humani- 
tarians at heart.” 

Give a believable reason for the re- 
duced price. There are many. The 
volume of orders you are receiving 
makes it possible for you to reduce 
the price to the consumer. Or, even 
bare your soul and tell the prospect 
that sales were slow at pre ious high 
prices, and you are using this method 
to introduce the product to those 
who need it. and can use it. and will 
profit from its use. 


Understatement is Effective 


Frankness will be appreciated and 
will make your selling talk more be- 
lievable. 

My personal opinion is that the 
present spotlight on TV commercials 
will eventually prove good for adver- 
tising in general. It will encourage 
those of us who write direct mail copy 
to factually rather than 
state the benefits of what we offer. 

Many times understatement is a 
more effective selling tool than over- 
statement. I sincerely believe we can 
mark down to enthusiasm for our 
product and what it will do for a con- 
sumer as a cause of most of the wild 
claims and hyperbole used in direct 
mail copy. 

The maker of a product sees his 
competitors shouting from the house- 
tops. and he feels he must shout in 


state over- 
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PRICES NOW. 


SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. 
MAILING COSTS. WRITE FOR CIRCULARS AND 


LET FELINS CUT YOUR 


TYING MACHINE CO. 


3351 N. 35th St. 
Milwaukee 16, Wie. 


FELIN 


mailings 

cost 
less 

in Canada! 


MAIL INCANADATO CANADIANS ! 


SAVE 50% ON POSTAGE 


when mailing to Canadian pros- 
pects and customers Third 
class mailing in Canada costs 


only 2¢ against 4¢ in U.S. 


For reliable envelope service write 


LOBE 
ENVELOPES 


“Subliminal” Advertising 


Ads, letters, literature with instantaneous 
appeal — that tells story at a glance and 
leaves lasting impression. 


“Chat Fellow Bott’ © 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


PLEASE DON’T CALL 
JOHANNESBURG 


If you show an interest in using the motto 
direct mail campaign to create good will and 
boost sales we beg, urge, entreat you to phone 
our clients for ‘testimonials’ and charge the 
calls to us. But please don’t call Johannesburg 
or Fairbanks or Saskatoon. Those far-off clients 
will praise the campaign but think of the 
phone charges to us. We must stay solvent. 
Write us for information, then phone a few 
clients nearer your city 


LET'S HAVE 


BETTER MOTTOES ASSOCIATION 
2127 East Ninth St. 
Cleveland 15, Ohio 


MAIL ORDER LISTS 


Write for Information—Ask for Group No. 5 


POST OFFICE BOX 855 


ROSKA 


KANSAS CITY 41, MO. 


1070 Queen St. E., 
Toronto 8, Ontario Dept. 9P1 


Write for Information—Ask for Group No. 1 


ROSKA 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 
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“IDEA” LETTERHEADS 


Add lively interest to your messages! 


Unusual ideas illustrated in 4 colors 
for bulletins and mailings. 8¥2x11 size. 


SEND FOR FREE CATALOG 


309 Fifth New York 16 
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order to be heard. The small, modula- 
ted voice many times gets attention 
where the shouter from the housetops 
fails. 


Most Direct Mail is Good 


Here are some examples of good 
selling, reasonable, straighforward 
copy. Examples such as these are in 
the great majority. It is only the oc- 
casional letter or folder which over- 
states, makes unsupported claims, and 
gives direct mail a black eye. 

Robert James Company, as most of 
you know, sells office chairs by mail. 
Here’s the way one of this company’s 
letters handles the matter of low 
prices: 

This pair of chairs has been sold by the 
thousands by mail to smart business men 
in every state in the country . . . which 
means that, like any other goods sold in 
volume, the price can be less than chairs 
of the same value would be otherwise. Yet, 
because of the lower over-head of doing 
business by mail and our large buying 
power, the set can be sold to you for only 
$69.60 . think of that. That's unbeliev- 
able, but true. 


Francis Andrews, President of 
American Mail Advertising, Inc.. in 
selling his Yankee Clipper cartoon 
service, talks good sense. At the end 
of his promotion letter, these two 
paragraphs appear: 


When you own a copy of The Yankee 
Clipper, promotional ideas come easy. Just 
thumb through the pages and dozens of 
ideas suggest themselves. You see the art 
in its finished form. No waiting for the 
artist. You cut costs. You save hours of 
valuable time. In facet, by using only one 
or two cartoons, you recover the total cost 
of your small investment! 


Se if you want stimulating ideas for 
printed promotion . . . if you want profes- 
sional cartoon art at your fingertips for 
less than 10¢ per cartoon . . . mail your 
check for $15.00 right away. If you are not 
completely satisfied with your purchase, 
mail The Yankee Clipper back to us. We 
will refund your money the same day the 
hook is received in our office. Fair enough? 


What could be more straightfor- 
ward, more clean cut than this urge 
to buy, backed up with a plainly stated 
guarantee 

These are just two of many exam- 
ples of good, solid direct mail selling. 
I'm happy to say the good direct mail 
practitioners are in the majority. They 
are the ones that last. 

Those who use direct mail to garner 
the fast buck; those guilty of mis- 
statement of fact; those who use high 
pressure methods . . . don’t last very 
long. But they do a lot of harm to di- 
rect mail in general before they shout 
and trick themselves out of exist- 


ence.@ 
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Imagination unlimited ... for use in meeting the challenge of 
increasing competition for readership... applied with judgment born 
of nearly 40 years of specialized direct mail experience .. . with these 
objectives: ¢ qualified sales leads ¢ access to hard-to-reach prospects 
® easier and faster selling ¢ lower selling costs ¢ for such clients as: 
International Business Machines Corporation; The Mosier Safe Company; 
J. B. Lippincott Company; National Geographic Society; The Mead 
Corporation; Top Value Enterprises, Inc.; E. |. du Pont de Nemours & Co. 
(Inc.) © phone LOcust 3-0180, or write 


The Buckley Organization, Inc. 
Philadelphia National Bank Buildina 
Philadelphia 7, Pennsylvania 


CAN YOU OPERATE 
YOUR BUSINESS 
RENT FREE? 


Responsible non-competitive mail- 
ers are looking for customers. They 7m 
turn to the recognized list broker for ; ; 
new lists which they may rent be- Eve opener! The quality of “cup 
list BOOK™ art is actually amazing... and 

the time and money it can save you! 


lished customer lists. Once a list is " ‘ 
rented from us, the income revenue Used and endorsed by top advertisers 


for its one-time use is forwarded to 
you the same day payment is 
received! 

You can help us meet the needs of 
book and record ciubs, gift houses, 
book and magazine publishers, news 
and business services, simply by 
registering your list with us. If you 
have a list of inquiries, buyers, sub- 
scribers, purchase-guaranty slips or 
premium coupons numbering 20,000 
names or more, the rental revenue 
received from non-competitive mail- 
ers may more than pay for your of- 
fice rent and overhead! 

Why not call or write us today 
about your list and how it was ob- 
tained. And, if you're looking for a 
specific type of customer for your 
own offer, we can make sound rec- 
ommendations tailored to your most 
exacting needs. No obligation, of 
course 


Ceil Levine 


SCREENED MAILING LISTS 


THE FISK BUILDING 
250 West 57 Street 
New York 19, N. Y. 


JUdson 6-2086 


for ads, printing, publications, direct 
mail, etc. Letterpress or offset. Get our 
big “EYE OPENER” sample kit, worth 
about $15.00, for only... 


POSTPAID 


Your “EYE OPENER” kit wil! include 
generous samples from the “cLip BOOK 
OF LINE ART” and “ART DIRECTORS 
CLip KIT”... line drawings, halftones, 
lettering, paper sculpture, Serpentine 
Lines and Grafiklines. You'll have 
enough ready-to-use art for dozens of 
paste-ups. Satisfaction guaranteed. No 
salesmen will call. Attach a check for 
$1.95 to your letterhead and ask for 
our special “EYE OPENER” kit. 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3, NEW JERSEY 
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COLOR —at life-saving work 


THIS BRIGHT SYMBOL is seen and 


respected at school crossings across 
the land. It’s just another way we 
automatically employ color to help 
make life safer and happier. 


Many advertisers, printers and 
purchasers of printing are employ- 


HOWARD PAPER MILLS, INC. 


Companion Lines: Howard Ledger + Howard Mimeograph 


ing this same sound concept 
printing on pleasantly hued bonds, 
achieving new effects and new ways 
to command attention. 


Howarp Bonp in twelve clean, 
pastel colors is perfect for these pur- 


poses. Its uses are many— business 


forms, inter-office correspondence, 
price lists, to name just three. Its 
quality is constant. Its cost is attrac- 
tive to economy-minded users. 
Your printer or paper merchant 
will show you Howarp Bonp samples 


in colors—-and a new exciting white. 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


“The Nation’s 


Printed on Maxwell Offset 


Bond 


Business Paper’’ 


Howard Duplicator * Howard Posting Ledger 
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Printed on Maxwell Offset—Basis 80—Linen Finish 


Di ° ° “Sunday Morning, Point Barrow” is a timely touch of 
iscoveries 1n Americana by Mario Cooper while on temporary duty with 
, the U. S. Air Force in Alaska. Mr. Cooper, award-win- 
American Art ning painter, sculptor and illustrator is President of The 
American Water Color Society. Notice how his bleak, but 
subtly hued portrayal lives again in this Maxwell Offset 
reproduction. Then imagine your own color lithography 
on this fine sheet. Specify, insist on Maxwell Offset. 


HOWARD PAPER MILLS, Inc. e Maxwell Paper Company Division e Franklin, Ohio 
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SEND THE COUPON NOW! YOU CAN 
COUNT THE PROFITS LATER! 
(address below) 


NAMES IN THE NEWS 


Who’s doing what in your organiza- oo 
tion? New job? New Promotion? In- | nes is 2 sample of the mailing i 
dustry Awards? Or interesting per- use to obtain 
sonal news on the human side? No direct customers. Please ARGE. i 
matter what they’re doing, we'd like 1 recommendations FR 1 
to include them in this monthly round- | 


up of ... “Names In The News” 


SYDNEY ASHE appointed vice presi- 
dent and general manager, Institute of 
Motivational Research, Inc., Croton-on- 
Hudson, N. Y. . . . THOMAS A. BAS- 
SETT appointed an eastern advertising 
sales representative for Hi-Fi Review, a 
Ziff-Davis publication. . . . L. BYRON 
CHERRY has been appointed general 
manager of the Ozalid Division of Gen- 
eral Aniline & Film Corp., N. Y. C. Re- 
places Walter A. Hensel. . . . DONN 
G. COLEMAN, former Chicago district 
sales office representative of The Cham- 
pion Paper and Fibre Co., has been 
named president of Dwight Brothers 
Paper Co., Milwaukee, Wis., a Cham- 
pion Paper merchandising subsidiary. . . . 
BOB CRAMER, the fisherman from 
Stoutland, Mo., who sells and delivers 
live goldfish through the mail, appeared 
before the Direct Mail Club of St. Louis 
on Dec. 10th. MARGARET M. 
FELLOWS, formerly supervisor of pub- 
lic relations and fund-raising for The 
Children’s Aid Society, appointed di- 
rector of development and fund-raising 
for the International Rescue Committee. 
. ROBERT W. FOX, formerly vice 
president, St. John Associates now sales 
development manager, Hooven Letters, 
Inc. and Hooven Lithograph Co., N.Y.C. 
JOHN E. FRANZEN, appointed 
general sales manager, Hammermill Pa- 
per Co., Erie, Pa... . VICTOR H. GIES, 
former vice president of Mars, Inc. ap- 
pointed head of newly-formed public re- 
lations committee of the National Con- 
fectioners Assn., Chicago, Illinois. 
EDWIN H. GOODMAN, formerly ac- 
count executive, Gabriel Stern Adv. 
Agency, now control supervisor, Hub 
Mail Printing Corp., Boston, Mass. . . . 
WILLIAM HOLUB, from advertising and 
promotion director, Geo. A. Pflaum, Pub- 
lisher, Inc., Dayton, Ohio to general man- 
ager, America Press, Inc.. N. ¥Y. C.... 
CHARLES R. HOOK, JR. elected presi- 
dent of Kudner Agency, N. Y. C. Suc- 
ceeds C. M. Rohrabaugh, who was named 
chairman of the board. .. . DONALD 
LEE new advertising manager, Heli-Coil 
Corp., Danbury, Conn. and in charge of 
all sales promotion and public relations. 
... MARY MEADE, food editor of The 
Chicago Tribune, named Woman of Dis- 
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tinction for 1959 by the Women’s Ad- 
vertising Club of Chicago. . . . LOUIS 
G. MORRIS, newly appointed advertis- 
ing and promotion manager, Endicott 
Johnson Corp., Endicott, N. Y. .. . EL- 
DRIDGE PETERSON, former editor and 
publisher of Printers’ Ink has joined Man- 
power Development Corp., the executive 
selection affiliate of John Orr Young & 
Associates as a vice president. . . . ED- 
WARD L. SLATER appointed to newly 
created position of assistant director of 
advertising, Sylvania Electric Products, 
Inc., N. Y. C. . . . WILLIAM SOLAR 
elected vice president in charge of sales 
promotion of the Compo Shoe Machin- 
ery Corp., Waltham, Mass. . . . MRS. 
BOONE STRICKLAND-CLARKE now 
director of advertising and sales promo- 
tion at Pemco Corp., Baltimore, Md... . 
STANLEY THEA now vice president of 
Ruder & Finn, Inc., New York City pub- 
lic relations firm. . . . In celebration of 
its 50th Anniversary Year, the HOUS- 
TON AD CLUB will hold an all-day Ad- 
vertising Forum, at the Shamrock-Hilton 
Hotel, Thursday, February 11th... . Any 
user or creator of direct mail is elegible 
to enter Oklahoma Advertising Federa- 
tion’s 2nd annual Direct Mail Leaders 
Contest, sponsored by the Tulsa and Ok- 
lahoma City Advertising Federation. . .. 
Insurance Advertising Conference will 
present 8th Annual Awards at annual 
convention in June 1960. Contact Robert 
H. Gott, 640 Temple Ave., Detroit 32. 
Mich. for details. @ 


How the Unpaid Dollar Shrinks 

.. What's a dollar owed—but not paid 
worth? The National Retail Credit Associ- 
ation came up with these figures on what 
$1.00 owed to a retail store is worth. 


After 6 months, 67c; After 1 year, 4c; 
After 2 years, 23c; After 5 years, le. 

If you think these figures are too radical, 
how about the five-spot your friend bor- 
rowed in 1950? What are your odds of be 
ing paid in full? 

From: Newsletter of Boston (Mass.) 
Chapter, Mail Advertising Service Assn. 

Live within your means . . . even if you 
have to borrow money to do it. 

From: Bullseye, postal card house maga 
zine of Arrow Service, 908 Twelfth St.. NW, 
Washington 5, D.C. 
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WORKED 


1 NO. OF NAMES on 


Many of the country’s most responsible 
list owners make use of our experienced 
services to rent their customer and in- 
quiry names to other (non-competitive) 
mailers, on a substantial royalty-for- 
each-use basis. We can do the SAME 
for YOU! Our clients are among the best 
known, highly respected companies in 
the U.S.A, and your royalties will be 
BIG enough to make it worth while. So, 
if your list has 5,000 or more names, 
Send the coupon NOW for FREE details. 


INC. 


215 FOURTH AVENUE + NEW YORK 3, N.Y. 
PHONE: S$Pring 7-7460 


CHARTER MEMBER: National Council of 
Mailing List Brokers 


OVER _ 


TRYING TO REACH 
THAT TYCOON? 


GIVE AHREND YOUR 
TOUGHEST PROMOTION 
JOB— And watch the orders 
pour in! 


Let us create the sales idea, 
copy, and art; handle printing, 
production, and lists .. . to 
produce higher returns per 
dollar. (Or use your pet 
printer, if you prefer.) 


Single job assignn ents or 
retainer basis. 

Call Herb Ahrend... 
PLaza 1-0312. 


AHREND 
ASSOCIATES 


601 Madison Avenue New York 22 
Plaza 1-o312 


Planning Art, Copy, and Complete Production 
of CATALOGS + POSTERS «+ DISPLAYS + SALES 
LETTERS + BROCHURES + DEALER AIDS 
FILMS FOR TV AND BUSINESS «+ MAILING 
LISTS «+ MAIL ORDER CAMPAIGNS 
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Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 €. 40 St., 
Dept. 33A, N. Y. LE 2.4751. Est. 1923 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days) 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48.01 42nd St., Long Island City 4, N. Y 
STillweli 4-5922 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


VIEWERS & COLOR SLIDES 


We manufacture color slides, filmstrips & 
lowest cost folding viewers for every adver- 
tising purpose. Free advice, samples. Stereo 
Magniscope, Inc., 40-31 St., Elmhurst 
73, 


EQUIPMENT FOR SALE 


Addressograph Equipment 
#195 automatic suction feeder for #1900 ad- 
dressograph, with automatic stops & conveyor 
stacker. Best offer considered. M. Willig, Am- 
plex Corp., 214 Glen Cove Rd., Carle Place, 
L. Ploneer 7-8877 


SCRIPTOMATIC Addressing Machine — Model 
101S — Suction feed, Circular hole sensing, 
other features. Almost new. Cost $14,000 
Also trays and cabinets. Chilton Greetings 
Co., 76 Atherton Street, Boston 30, Mass. 


EQUIPMENT WANTED 


FLEXOWRITER 
type FL or similor 
wanted 
HOMESTRAND MACHINE TOOL CORP. 
392 W. Putnam Avenue 
Greenwich, Conn 


TO 9.2558 


WANTED: PHILLIPSBURG INSERTING 
AND MAILING MACHINE 
Send particulars to Ray D. Cherry 
1120 W. Peachtree St., N.W., Atlanta, Ga 


FREE LANCE 


DIRECT MAIL “PRO”: free lance consultant with 
brilliant success record with publishers, mfrs., 
agencies. Truly professional copy and design 
services available on modest fee basis. Free con 
sultation. Box 123, Reporter of Direct Mail 
Advertising 


SALES PROMOTION — FREE-LANCE 


Copy, concepts, campaigns . . . ads, mailers 
catalogs, newsletters, presentations, name it 

fast, fresh, finished, fruitful . firm 
estimates Free Fact File: MU 3-1455, the 
copy shop, 270 Madison Ave., NYC 16. 
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MAILING LISTS 


PROFESSIONAL ACCOUNTANTS 
100,000 individual accountants in U.S 

12,000 accounting firms in U.S. 

6,000 chartered accountants in Canada 
Used successfully by leading business-book, 
magazine publishers; tax, investment services. 
Professional Accountants Lists, 126 Liberty St. 
New York 6, N. Y BArclay 7-9060 


130,000 New Car, Truck Dealers, Independent 
Repair Shops, Automotive Jobbers, Service Sta- 
tions, Fleet Owners. Owners, Executives, Mana- 
gers. Material cddressed same week. Guaran- 
teed postage all returns over 112%. Selections 
by states only. $20.00 per Thousand. 10,000 
or more, $15.00. 50,000 or more, $14.00. 
CIRCULATION DEPARTMENT, AUTOMOTIVE 
SERVICE DIGEST, 900 S. Wabash, Chi. 5, Ill. 


Direct Mail Proven Buyers. Over 790,000 Alpha 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Po 


MAILING LISTS—100,000 selected names of 
flower growers, greenhouses, landscape archi- 
tects, public gardens, seedsmen and nurseries 
and many others. Send today for free brochure 
‘Selected Names of Flower Growers and Gard- 
eners,"’ Macfarland Company, Box 540-D, West- 
field, New Jersey. 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO. 

40 W. 15th St., N.Y. 11 CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—-LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 


OFFSET CUTOUTS 


DE LUXE CLIP BOOK NO. 1 contains 1000 
alphabetized promotional heading specimens 
for offset reproduction. Sales ideas galore, in 
various lettering styles. Many reverses. 40 
pages, 8x10'% in. Was $5.00, now only $4.00 
postpaid. 

A. A. ARCHBOLD, PUBLISHER 
419K S. Main St. Burbank, Calif. 


PAPER FOR SALE 


Stenafax users . . . have a buy—Timefax a 
facsimile paper 12 1/8 wide by 18 1/16. 
250 sheets to package. 6 packages to carton. 
Only $20. per carton. 
Printers Friend 
P. O. Box 537 — New Haven, Conn. 


SPEEDAUMAT ZINC PLATES 


New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guoranteed 
Cost — Speedaumat — $35.50 per M, Freight 
Prepaid (1,000 miles). Other plate prices on 
request send details. 

ADVERTISERS ADDRESSING SYSTEM 

703 N. 16th St., St. Lovis 3, Mo. 
SPEEDAUMAT EMBOSSING—Accurate embos- 
sing of speedaumat address plates—$35.00 per 
M. 50 machines, 90 operators available. All size 
lists acceptable. Speedaumat plates, FOB New 
York, $5.25 per M. Plates notched, one or both 
sides, for your use or at time of embossing. 
Send your problems and requirements. Will 
quote. 

HOWLAND SERVICE 
Box 3629, Highland Pk. 3, Mich. 


SITUATION WANTED 

Pioneering nationally known manufacturer of 
play equipment, school furniture and aca- 
demic aids seeks person experienced mail 
order techniques—preparing advertising copy, 
publicity, promotional materials. Ability to 
organize and supervise list compilation, test- 
ing, sales analysis and followup. New head 
quarters six miles from Princeton, New Jersey. 
Send complete resume, salary requirement. 
Box 15, The Reporter of Direct Mail Adver- 
tising. 


Some large direct mail organization needs 
my 13 years top level office and production 
management experience in direct mail, letter- 
shops, and graphic arts. Write Box #14, The 
Reporter of Direct Mail Advertising. 


| am a 38-year-old, single, West German. | was 
previously the owner of a mail order business 
in Hamburg for several years. | am very inter- 
ested in cooperating with an American Mail 
Order business here or to come to America with 
a view to obtaining an interest in one of the 
better known American Mail Order businesses. 
| have many first class business connections and 
good experiences with government departments. 
| am quite prepared, when necessary, to furnish 
references. Write Box #11, The Reporter of 
Direct Mail Advertising. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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SITUATION WANTED 


DM. ADVTG/SLS PROM. 9 yrs exp includ: 
Copy, Lists, media, mngmnt, print. prod/ 
purchasing. Young, hard-worker, initiative, 
intelligence, wants challenge with future. Box 
13, The Reporter of Direct Mail Advertising. 


HELP WANTED 


MAILING LsT SALESMAN with following: 
experienced compiler — OBJECT, setting up 
own business. R. D. Marshall, 2842 Sheridan 
Rd., Chicago 14, Illinois 


“Position available for young man qualified 
to execute advertising artwork, compose copy 
and monitor the development of insurance 
sales activities with young growing national 
organization active in field of sales, adminis- 
trative and management services to insur- 
ance industry in the Chicago area. Write 
Box 16, The Reporter of Direct Mail 
Advertising. 


COPYWRITER 


For leading specialized mail order firm. Must 
have one to three years experience, preferably 
in direct mail, with agency or advertiser. 
Knowledge of stamp collecting very desirable. 
Good starting salary commensurate with ex- 
perience. Sell yourself in brief letter accom- 
panied by resume and sample of your best 
effort. New England location. Write Box 16, 
The Reporter of Direct Mail Advertising. 


MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area .. . Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. I., New York. 
National . . . Miss Eileen McGloin, Direct Mail 
Advertising Association, 3 East 57th St., New 
York 22, New York. 


AnyRoll Strip Label. 
we WING MAILER 
WINGS. SONS 


GREENFIELD, MASS. | 


1 MILLION AMERICANS OF 
ABOVE AVERAGE INTELLIGENCE, 
CULTURE AND/OR INCOME 


Walter Drey, Inc., mailing list brokers, have 
just released an interesting 8-page report on 
development of a list of “One Million Ameri- 
can Highbrows and Middlebrows.’’ Walter 
Drey, himself, wrote the report. Readers can 
obtain a copy by sending six 4c stamps or 
25c in coin to cover mailing costs. 


WALTER DREY, INC. 
Dept. DM-2, 257 Fourth Ave., N.Y. 10, N.Y. 
333 N. Michigan Ave., Chicago 1, Ill 


Farmer’s Names 


Write for information—Ask for Group No. 3 


ROSK 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


DON’T 
BE AFRAID 
TO CHANGE 


Compliments have been directed at 
a recent renewal mailing of Sports 
Illustrated, because it is so different 
from the usual run-of-the-mill appeals 
from publishers. Envelope demanded 
attention because an addressed 
punched card shows through the glas- 
sine window, which was surrounded 
by a simulated ticket to a sports 
affair. Caption: “Final Ticket For.” 

Inside, instead of a long-winded 
letter... a five-wing folder imitating 
a block of ten tickeis. Seventeen words 
of copy on four wings tell subscriber 
his tickets to wide world of sports has 
run out. But final wing carries three 
short paragraphs of copy from Cireu- 
lation Manager Robert Cowin, telling 
how easy it is to pick up another 
block of tickets by using the punched 
eard. 

Glad to see someone experimenting 
with new formats for subseription 
mailings. As Elmer Jacobs revealed in 
the June Reporter . . . there is magic 
in never giving up... no matter how 
many ways a thing has been done 
before, there is always one more way. 


TRUCKER BUILDS 
GOOD WILL 
WITH CONTEST 


One topic of conversation that’s 
universal in the Fall is football... 
especially in the South. One look 
the national rankings tells you why. 
There you'll find LSI m Georgia, Texas. 
Mississippi, Alabama, Clemson and 
many other highly rated Southern 
elevens. No wonder then that a Texas 
trucking firm seized upon this seasonal 
fanaticism and turned it into a success- 
ful direct mail promotion campaign. 

The trucker was the Herrin Trans- 
portation Co,, 2301 McKinney Avenue 
in Houston, a large motor freight firm 
operating in all parts of the South 
from Texas to Florida. The contest 
was called Pik-O-Dixie, and was open 
to all customers and friends of Herrin. 

The object of the contest was to 


predict ihe correct order of the top . 


four teams in both the Southeastern 
and the Southwestern conferences, and 
(as a possible tie-breaker) to guess 
the score of the Army-Navy game. 
Elements of the mailing were a letter 
from president R. T. Herrin, a foot- 


JANUARY, 1960 


Master Copper 
Powderless 
Etching 
Machine 


Powderless 
Etching 


Superior printing —molding is 
now a reality in copper plates. 
Greater depth in highlight, 


middletone and shadow areas. 


HORAN 
ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 


Direct Mail and Mail Order 


COPY 


@ that makes SENSE 
@ that makes SALES 
@ that mokes BUYERS wont 
to do business with you 
Write me about your plans 
or problems 


All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 


Winnce of two DMAA Best of Industry 
. Dartnell Gold Meda 
“The world’s smallest 
organ” 


PREMIUM LISTS 


Write for Information—Ask for Group No. 4 


ROSKA 


EXECUTIVE LIST 


Write for Information—Ask for Group No. 2 


ROSKA 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 
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LISTINGS ONE LIME PER 19508, 924,00 
PER YEAR. SPECIAL 
$30.00 PER YEAR: 


ADORESSING 
Creative Mailing Service, las........... 400 N. Main, Freeport, N. ¥. (FR §-4830) 


ADORESSING AND MAILING 


Maiimasiers, lnc 400 Nordhof Place, Englewood, N. J. (LU 7-4811) 


ADDRESSING — TRADE 


Beimar Typing Service Jlith St., Richmond Hill 18, N. Y. (V1 6-5322) 
Monace’s Typing Service .148 Dunwoodie Road, West Islip, Y. (MO 1-4922) 
Monaco's Typing Service 280 Higbie Lane, West Islip, N. Y¥. (MO 1-4922) 
& Typing Service Fifth Avenue, N. Y¥., N. ¥. (MU 2-0326) 


ADVERTISING ART 


AA an hbeld, Publisher 419 South Main Street, Burbank, ut. (TH 2-2793 
idea A . 307 avenue, New York 16, New York (MU a0) 
Harry Art Studio .. «Pleasantville 3, New Jersey 


ADVERTISING SPECIALTIES 
Fiexso lettering Co., Ine 305 Kast 46th Street, New York 17, N. Y. (PL 3-4943) 


(ries Keproducer Corp... 125 Meechwood Ave., New HKechelle, N.Y. (NE 3-8600) 
Taylor-Merehant Corporation, 48 West 48th Street, New York 36, N. Y. (PL 17-7700) 


AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Servies. 3744 N. Clark St., Chicago 15, IM (BA 71-5406) 


Keporter of Direct Mail . Garden Clty, N. ¥ 
Dogs That Climb Trees 1.00 
Get Hight Start in Direet Advertising 1.50 
To Think About Direct Mall. 1.00 
How To Think About Letters cbapesceeseunneecees 1.00 
How To Think About KReadership of Lirect Mail.......... 1.00 
How Direct Mail Solves Management Problems............. 1.00 
How To Think About Showmanship in Direct Mail. . 1.00 
How To Think About Mail Order...... 1.00 
How To Think About Production and Malling aceoccevceese 1.00 
How To Think About Industrial Direct Mall 3.00 

COLLECTIONS 
Arrow Service ..9 Yates Street, Schenectady 5, New York 
COPYWRITERS (Free Lance) 

Paul J. Bringe 4531 North 35th Street, Milwaukee 9 Wisconsin 

the copy shop 270 Madison Avenue, New York 16, N. ¥. (MU 3-1455) 

Orville EB. Reed 106 N. State St., Howell, Mich. (Tel: 65) 


COOPERATIVE MAILINGS 
The Roskam Company .. P.O. Box 855, Kansas City 41, Missour! (TA 2-1881 
DIRECT MAIL AGENCIES 


Ahrend Associates, Inc .. 601 Madison Ave., N. Y. 22, N. Y. (PL 1-0312) 
61 Bos 15, Mase 


American Mail 0 Newbury Street. ton 
Borkowski! A-vertising....215 West Navarre St., South Bend 1, Indiana (CE 2-1405) 
Leo P. Bott Jr 64 EB. Jackson Blvd, Chi. 4, Ill. (HA 7-9187) 
The Buckley Organization Phila. National Bank Bidg.. Phila. 7, Pa 
Chase & Richardson, Ine 452 Fifth Avenue, New York 18, N. Y. (LA 4-4260) 
Dickie Raymond, Ine 225 Park Avenue, New York, N. Y. (MU 6-2280 
Direet Mall Service 

2141 Monroe Drive, N. B., P.O. Box 13446, Atlanta 24, Georgia (TR 3-3221) 
Rert Garmise Associates, Inc 20 Kast 46th St., New York 17, N. Y. (tu 6-8090) 


Harrison Service Inc 210 East 50th Street, New York 22. N. ¥. (PL 1-2820) 
Hickey-Murphy Die. of James Gray, Inc 
1164 45th St.. N. ¥. 17, N. ¥. (MU 2-9000) 
John M. Lard & Co. 171 Newbury Street, Boston 16, Mass. (CO 7-1020) 
Harold Marshall Advertising Co., Ine 
171 Madison Ave., N.Y. 16, N.Y. (MU 6-5662) 
MeVicker & Inc... 11 West 42nd St.. New York 36, N. Y. (OX 5-4082) 


L. Polk & 431 Howard Street. Detrets 31, Mich. (WO 1-9470) 

7 Central Park W., N. 23. (CT 5-8118) 
O-Laetter No. Michigan Ave., Chicago 11. Ill. (MI 2-2858) 
10 Post Office Square, Boston 9. Mass. (HA 6-1555) 
Reply -O- Letter... ..175@ E 28rd 8t., Cleveland 1, Ohio (PR 1-8470 


Reply Dester Bivd., Detroit 32, Mich. (DI 1-2221) 
Heply Letuer. . Mail-Well Drive, Portland 2, Ore. $141) 
Keply-O-Letter..... Bay Shore Francisco, Calif. (JU 6-2267) 
Hepiy-O-Letier..... Inner Court, 33 Scot) Toronto 1, Canada (EM 3-87¥7) 
Reply -O- Later... 167 Queen * Brisbane, Australia (12411) 
Hesponda Letter.......411 South ‘Sangamon Street, Chicago 7, Lllinois (MO 6-9878) 
Mesponda New York Office, (EN 6530) 


Ww. Jackson Bivd., Chicago, lll. (RA 6-4760) 
eale San ancisco, Calif. (SU 1-6564) 
jo N Michigan, Chicago 1, Illinois (WH 3-0608) 


The Kylander Co.. 
The Smith Company. 
Tallman, Smith & 


DIRECT MAIL EQUIPMENT 


Bell & Howell Phillipsburg... . Phillipsburg, New Jersey 
3. Ave., Uhicago 20, Lil, (HU 3-440, 
Cheshire Mailing Machines, Inc......... 644 No. Honore Street, Chicage 22, Illinois 


Davidson Corporation Kyers Street, Brooklyn 5, N. Y¥. (US 5-0300) 
Pelins Tying Machine vo.... 351 N. 35th Milwaukee 16, Wis. 5-Tlal) 
Pitney-Bowes, inc... 
Scriptomatic, Inc... . 310 

Thomas Collators, Inx 50 Chureh 
Chauncey Wing's Sons. Pierce Street, Greentield, Mass 


DIRECT MAIL SPECIALTIES 


Let's Mave Better Mottwes Assn., Inc. 
Bast Ninth St., Cleveland 15, Ohio (SU 


ELLIOTT STENCIL CUTTING 


Alice Business Service, inc., 32-15 St., Long city 6, N. ¥. (AS 85-4308) 
Creative Mailing Service........... 460 N. Main St, Wreeport, N. 
Addressing Machine Uo....117 Leonard St, New York 13, N. ¥. (WA 5-1372) 


ENVELOPES 


The American Paper Products 

huvelope Terrace, Southern ied. at McC Kd., Youngstown, Uhio (SK 84545) 
Alianta Buvelope U0... .. Hox 1267, Atianta i, Ga. (TH 6-3686) 
erin & Jones Company. 
The Bnvelope 
Couples-Hesse Company. . 
Cupples-Hesse Company... 
Cupples-Hesse Company. 
Curtis 
Detroit Tullar Navelope Co. 
arden City Envelope Cv. . 
Globe Envelope, Lid. 


East Medison Des Moines 13, lowa (AM 2-5696) 
33 Michigan Ave, Detroit 16, Mich. (TA 6-7360) 
5 N. Kingshighway, St. Louis 15, Mo. (BV 3-3700) 
University Avenue, St. Paul 4, Minnesota 
Howard St, Wetroit 16, Mich (TA 00) 

N. Mockwell Chi, 18, Lil. (CO 
0 Queens St., E., Toronto 3, Ontario, Canadas 
. 55 St, Brookiyn sz, N. (ST 


Heco Envelope C0. .4500 Cortiand St, Chi. 38, (UA 7 
Northeastern Envelope Manufacturing Corp...2 Prince St., Bkiyn 1, N.Y. (JA 
Kochester Envelope ©o............ 72 Clarissa Bt., Rochester 14, N. Y. 

The Standard Envelope Uo......... 30th St., Cleveland 14, U. 

Tension Envelope Corporation.....1%th & Campbell, Kansas ¢ ity 8, Mo 


New York 16; St louis 10; Minneapolis 1; Des Moines 14; Pu 
Transo Envelope Co 354e N. Kimball Ave., Chicago 18, LL. (IR 8-6014) 
Piants in New “York. “Chicago Las Offices Cities 
United States Envelope Co 217 Broadway, Y. SA 700) 
Woit Detroit Envelope Co 14700 Dexter Detroit aren. (Dl 1- 


ENVELOPE SPECIALTIES 


Curtis 1000 Inc........... 150 Vendesbits Ave., W. Hartford 10, Conn. 2-1221, 
N. KMockwell St., Chi. 18, IL {28 ? 36u0) 
.4500 Cortland St., Chi. 39%, Il, (CA 7-2400) 


Northeastern Envelope Manufacturing Corp 2 Prince St., Bklyn 1, N.Y. (JA 2-6161) 
Tension Envelope Corporation 1vth & Campbell, Kansas City 8, Mo. (GR 1-3800 
The Sawdon Company, Inc.....480 Le piaat m Ave., New York 17, N.Y. (YU 6-8565) 
The Wolf Envelope Co.......... .1749-81 EK 22nd St., Cleveland 1, O. (PR 1-8470) 


FOREIGN MAILINGS 
Willemsparkweg 112, Amsterdam, 
New 


York, Amsterdam, Par 
10 t 49th Street, New York 17, N. Y¥. (PL 2-017 an 
R. Hill & BAG. Kent Street, AUCKLAND, 1, New Zealand 
Manuel Carag ee Muntaner 57 Barcelona 6. Spain 
Cc. F. Sandberg. Direct Mail Raadhusgt. 8, Oslo, Norway 


INSERTING SERVICE — AUTOMATIC MACHINE 


Bonded Mailings Inc. Nationwide 754 4th Ave., Brooklyn 32, N. Y. (SO 8-4819) 
Cireulation Associates........... 745 Broadway, New York, ¥. 35ae) 
Creative Mailing Service... 460 North Main St., Freeport, » 4 8-4830) 
D & A Electronic Matlers....918 N. 4th Street, Milwaukee 2, Wisconsin (BR 3-7852) 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Mailmasters, Inc 460 Nordhoff Place, Englewood, N. J. (LO 7-4811) 
Mailings incorporates. . . West ot., New orm 11, N, ¥. (WA 89-5188) 
The Koskam Company P.O. Box 855, Kansas City 41, Missouri (TA 2-1881) 


LABEL PASTERS 
lotdevin Machine Co 281 North St., Teterboro, N. J. (AT 8-1941) 


LABELS 


Allen Hollanaer 385 Gerard Ave., York 51, N. ¥. (MO 5-1818) 
Dennison M ace Framingham, Mass. (TK 3-3511) 
Ever Ready Label Corp ..+...357 Cortlandt St., Belleville 9, N. J. (PL 9-5500) 


LETTERS 


411 South Street, Gone 5 7, Illinols (MO 6-9878) 
New York Office, (EN 6530) 


KResponda Letter 
Kespouda Letter 


LETTER GADGETS 
Hewig Co.. ....-45 W. 45th 8t., N. Y¥. 36, Y. (JU 2-2186) 
Kovert Straub & Co Dearborn St., Chicago 5, (WA 2-131) 
LETTERHEADS 
Brunner, Inc., lrinters 


1010 Jefferson Ave... Memphis, Tenn. (BR 2 


MAIL ADVERTISING SERVICES (Lettershops) 


BOSTON, MASSACHUSETTS 
Jordan- Dennis Company 


BROOKLYN 

Valeo Reproduction & Mailing Service, Inc 
1715 Ave. Z, Bklyn. 35, N. Y¥. (SH 38-5235) 

CINCINNATI 


DMR Advertising 4616 Red Bank Road (27) (BR 1-3200) 


CLEVELAND 
Robert Silverman, : 7 (CH 


OETROIT 

Advertising Distributors of America, 

National Mailing Corp 

K. L. Polk & ¢ 


..278 Roxbury Street (19) 


444 Cass Ave. 


Howard St. 


LOS ANGELES 
Krupp'’s Adv. Mailing Serv 2390 W. Pico Bivd. (6) (DU 5-5421) 
The Mailing House 1019 N. Madisen Avenue, Los Angeles 29, Calif. (NO 5-4271) 


MIAMI, FLORIDA 
Ace later Service Co. 


MINNEAPOLIS 
Gile Letter Service 


NEW YORK CITY 

Advertisers Mailing Service, Inc..45 West 18th St. :, New Yo N. ¥. (A 5- ~4500) 
Chase Direct Mail Service Corp... 
Circulation Associates 1745 " Broadway, “New 

Latham Process Corpx on 200 Hudson Street, } 

53> West 13th St 
Mary Ellen Clancy Company 250 ‘Park Avenue, New York iz, 
St. John’s Associates, Ine. 7 Vest 45th Street, New York 36, N. Y. 


PHILADELPHIA 

Woodington Mail Advertising Serv 
PITTSBURGH 

Advertisers Associates, Inc 627 Penn Avenue (AT 1-6144) 
ROCHESTER, NEW YORK 
Ayer & Streb 

SAN FRANCISCO 

The Letter Shop 


WESTFIELD, NEW JERSEY 
Union County Printing & Mailing Service 
233 North Avenue, Westfield, N. J. (AD 2-8393 


-.3800 N.E, lst Avenue (PL 7-4577) 


Third Ave., (2) (PE 3-3417) 


1304 Arch St., (7) (LO 3-1840) 


South Avenue (BA 5-6340) 


67 Beale St. (SU 1-6564) 


MAILING LISTS — BROKERS 


Archer-Bennett List Service, Inc.....140 W. 55th St., N. ¥. 19, N. ¥. (JU 
George Bryant & Staff. --Tl Grand Avenue, Englewood, 
The Covlidge Co 1 23 » 2 
Dependable Mailing Lists Ine. 
Walter Drey, 
Walter Drey, bee oe 257 4th Ave 

420 Main Street, Wenster,” 

-160 Engle St., EB 

Walter Karl, 


eee 333 

25 West 45th St. New ‘York 36, N. } 2-0830) 
Cell Levine Screened Mailing Lists, 

Fisk 250 W. 57th St., N. ¥. 19, N. ¥., (JU 6-2086-7) 
Willa Maddern, Inc. 215 4th Ave., N. ¥.'3, N. ¥. (SP 
Mosely Mail Order List Sers ‘38 Newbury St., Boston 16, Mass. 
Names Unlimited. 352 Fourth Avenue, New York 10, N. Y. 
People in Places : 41 Fifth Ave., New York 3, N. Y. 
Planned Circulation. 19 West 44th Street, ag York 36, N. Y. 
William M. Proft Associates 42 , Orange, N.J. 
Richard Buehrer wiates, I 


1In6 W. 52 ¥. 
The Roskam (Company Missour! (TA 
Cc. H. Ruby & Co., . ¥. 19, N. ¥. GU 
Sanford Evans & Co., Ltd “4 Lombard pc 2. Man an. (WH 
William Stroh, Jr ..... 568-570 54th W N. J. (UN 
James E. True Assoctates 419 Fourth Avenue, New York, y. (MU 


MAILING LISTS — BY SUBJECT 


FOR LIST SOURCE. COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


Business Professional sist ..«.(Ed Burnett Inc.) 
Direct Mail cu . 18,500 (Reporter of DM) 
Fund Raising Lists m. M. Proft Associates) 
Opportunity Seekers and Start In Business ..200,000 (William Stroh, Jr.) 


MAILING LISTS — COMPILERS & OWNERS 


241 Lafayette St... N.Y. 12 N.Y. (WA 
120 Liberty St., N. (RE 

Allison Mailing List Corp is ark Ave. South, N. ¥ 10, N. Y. (AL 
Associated Advertising Service 613 Willow Street, Port Huron, Mich 
Rookbuyers Lists, Inc ; 63 Broadway, N. Y¥. 13, N. Y¥. 
Dement 55 Ja kson Bivd., Chicago 6. 
1 Burnett Inc 5 th Avenue, N. ¥ 11, N. ¥. (AL 


Active Mail Order List Co 
Albert Mailing Lists... ese 


Creative Muiling Service...........400 N. Main St., Freeport, N. ¥. (2B 8-4830) 
Directory of Associations, Gale Kesearch 
sala ook Bidg., 
Walter Drey, inc 383 N. Michigan Ave. 
Walter Dre), ine N 
Dunhill Internationa: List ‘Tne 
Addressing Serv 
Fritz Hofheimer. 
Industrial List Bureau 
Industrial Machinery News Meyers Kd, Detroit 35, Mich, 
Keystone Mailing Service, luc.. 258 Broadway, N. ¥. 7, N. ¥. 
Manpower, inc.. Home “Omce—au 20 N. Plankinwon, Milwaukee 3, Wisconsin 
140 Uthices in Mayor Cities -See Yellow Mages for Local Phone Numvers 
Market Compilation Bureau 
10561 Chandler Bivd., N. Hollywood, -5384) 
National Birth Record Company...16 West 19th Street, N. Y¥. 11 Y. (OW 5-5760) 
Uccupant Mailing Lists of America. North ith ‘Columbus, 
Omicial 2 Barclay St., N. Y. N. (BA 7-200) 
Po Howard Street, Detroit 31, Michigan (wo 1-945 0) 
William “proft Associates 42 Main Orange, N.J. (OK 7-1300) 
Lisle M. Romeey & Associates, Ine. South Fourth St., St. Louis, Mo. 
Cahuenga Bivd., N. Hollywood, (PO 
224 Tth St., Garden City, N. (Pl 6-1837) 


Reporter of Direct Mail Ady. 
New York, 


Research Projects, 

The Speed Address Co 
William Stroh, 568-570 Sith St., 

w .. 23 Hanse Ave. Freeport, N. 
The V di ‘ 214 Kast 125th St., New York 35, N. 
15 East 26th St., N. ¥. 38, N. 


(LE 4-8600) 
(MU 5-6278) 


MAIL ORDER CONSULTANT 
Arthur W. Bandman.......... 95 Madison Avenue, New York 16, N. ¥. (LE 2-8688) 
Herbert L. Keliner & Associates...131 8S. Wabash Ave., Chicago 3, Ill, (AN 38-2242) 


MANUF ACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Vollard-Alling Mfg Co ....220 W. 19th St, N. ¥. 11, N. ¥. (CH 83-0692) 


MULTIGRAPH SUPPLIES 


Chicago luk Ribbon Co. 19 Wells Street, Chicago 6, (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 


Advettising Distributors of America, lnc 
4444 Cass Ave., Detroit 1. Michigan (TK 30500) 


Occupant Mailing Lists of America 239 North 4th Street Columbus, Ohio 


OFFICE EQUIPMENT 


Schaubroeck Agency Ava, Missouri 


PAPER MANUFACTURERS 


Kalamacoo, Michigan 


d 


American Writing l’aper Corporation. 
Appleton Coated Co. 0 N. Meade St., Appleton, Wis. (41454) 
Curtis Paper Company....... ewark, lelaware 

Eastern Corporation ° Bangor, 

Fraser Paper Limited 17 

Howard Paper Mills, 


N 


*ort Wis 
.230 rem : Avenue, New York 17, Y 
Ypsilanti, 
Kalamazoo, 
Housatonic, Mass. (HO 47) 


PHOTO ENGRAVERS 


Horan Engraving Co., Inc ..44 W. 28tn St., New York 1, N. ¥. (MU! 9 8585) 


POST CARDS 


CURTEICHCOLOR 3-D by Curt Teich & Co 
1733 W. Irving Park Chicago 13, 1 


PRINTERS — LETTERPRESS & LITHOGRAPHY 


Black Oak Press....... ..2325 Durbin Street, Black Oak, Gary, Indians 
Offset Reproductions, Tne 21 Hubert St., New York 13, N. ¥. (WA 5-1196) 


PRINTING-OF FSET LITHOGRAPHY 


Goes Lithographing Company... 42 West Gist Street, Chicago 21, Iiltnots 


SALES AND MERCHANDISING CONSULTANT 


Ralph T. Curtis 903 KE. Powell Avenue, Evansville 13, Ind (HA 2 8704) 


SEASONAL STATIONERY 
Arthur Thompson & Company 100 Market Place, Baltimore 2, Md. (PL 2-4806) 


STENCIL CUTTING AND LIST MAINTENANCE 


Circulation Associates . ..1745 Broadway, New York, N. ¥. (JU 6-3530) 
Clear Cut Duplicating Co.. 149 Broadway, New York 6, N. ¥. (DI 9-4668) 


SUBSCRIPTION FULFILLMENT SERVICE 


Circulation Associates 1745 Broadway, New York, N. Y. (JU 6 3540) 
Globe Fulfillment Corporation 148 W. 23rd St., N. ¥. 11, N. ¥. (OR 5.4600) 


SYNDICATED HOUSE MAGAZINES 


The William Feather Co .9900 Clinton Rd., Cleveland 9, O. (AT 1 
The Henry F. Henrichs Publications, The House of Sunshine...Litchfleld, Il 


TRADE ASSOCIATIONS 
be Bullding, Washington 5 D c 
Associated Third Class Mail Users, 1406 G St. XN V 5, D KS 2447) 
Direct Mail Advertising Assn. 3 KE. 57th St , 
MASA International! 18120 James Couzens, Betrott 35, Mich. (UN 4.8545) 


il of Maflin Brokers 
National Counet! of Mailing 55 W. 42 St., N. ¥. 26, N. ¥. (PE 6.0615) 
1013 Woodward Bullding, Washington 5, D.C 


Association of First Class Mailers. 


Parcel Post Assoctation.. 


J. (UN 4-4800) 
Ine..... (1) (TE 3-0500) 
4 (31) (WO 1-9470) 
Be 
= International Paper (« 0) 
ae Kimberly-Clark Corporation. . ie 
Nekoosa-Edwards Paper Co.... 
ae New York & Pennsylvania Co. ae 

Peninsular Paper Co......... 

aye 
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ball schedule with extra data on each 
of the teams, and a business reply 
card for easy entering. 


10.000 pieces were mailed to 
Herrin’s list of shippers. The reaction 
was instantly enthusiastic. Phone calls 
poured into Herrin requesting addi- 
tional entries. By the time the closing 
date rolled around, 2.208 football 
fans had entered the contest. 


Earl Littman, VP of Goodwin, 
Dannenbaum, Littman and Wingfield 
Inc. (Herrin’s ad agency) attributes a 
good part of the fine returns to the 
fact that the contest was open to 


position of label. 


CHESHIRE 
INCORPORATED 


Automatically feeds, cuts, glues and attaches address labels to maga- 
zines, newspapers, tabloids, catalogs and flyers. Applies roll strip 
labels, continuous pack form labels, and tape strip labels pre-addressed 
from your plate, stencil or punched card system. Even applies cut or 
individual labels! Easily adjusted for changes in thickness of piece or 


1644 N. Honore St.+ Chicago 22, Ill. 


all employees of shippers... shipping 
clerks, freight shippers and others who LOWER RATES 


don’t receive a lot of direct mail, and 
who seldom get a chance to enter As a followup to Mr. Brawley’s 


contests like this one. article in the November Reporter . . . 
Results? Well, one is obvious. Some _ philatelist Herman Herst, Jr. of Shrub 
lucky soothsayer (and he must have Oak, N. Y. submits the following his- 
been if he picked that 43-12 Army torical observation: 
Navy score) is going to get an all “IT was surprised that in the address, 
expense paid weekend for two in Las Mr. Brawley did not mention the 
Vegas. As for Herrin Trucking, they've classic example of what can be accom- 
employed a little of that Southern plished with a reduction in rates. The ‘ 
hospitality, and in the bargain, earned British Post Office lost so much money fa 


in 1837 that it appointed a commission 
to find out why. It took them a couple 
of years to investigate, but they de- 
cided the rate of postage then charged 
(one shilling, or approximately 25¢) 
was too high. They suggested cutting 
the rate not in half but to 1/12, or 
just a penny. 

“They were a long time getting the 
idea through and in 1839, as an ex- 
periment, they cut the rate 75° — to 
three pence. The number of letters 
mailed increased so greatly that on 
May 1, 1840 the rate was reduced to 
one penny, or 1,12 the previous rate. 

“The best thing was that even 
though the mail multiplied, the same 
number of employees continued to 
carry it and the costs of the department 
remained the same. That rate was 
maintained until this century. It is 
only since the last war that it has 


heen appreciably increased. Their Post ¢ 
Office still operates at a profit.” @ 


PEOPLE 
BUY IDEAS! 


Listen, Charlie... people buy ideas! 
You can't feel ideas. 

They live in the tiny curlicues of a 
man’s brain. And occasionally in a 
brain. (These are called 
“notions.” ) 

Without ideas, our world would 
clunk to a halt. 

A good idea can make a good 
product even better. 

It can take a hard, precise, metal- 
made thing like a sewing machine, for 
instance, and make it different in a 
woman’s mind. Make it be a dance in 
a rustling ballgown, maybe, or a soft 
little baby’s shirtwaist. Make it some- 
thing a woman has to have. 

People don’t buy things just to eat, 
wear or ride in anymore, Charlie. 
People buy ideas. 

Reporter's Note: Good advice for everyone 
who sells anything. Copy is from a Young & 
Rubicam advertisement in The Wall Street 
Journal. We found it quoted in “Between 
Calls,” excellent monthly house magazine of 
Stanford Paper Co., 3001 V St., N.E., Wash- 
ington 18,D.C. @ 


themselves a powerful lot of good 
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The Cheshire Model C. 


Write for 
descriptive brochure 


Dept. GA-1 
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FRONTPORCH 


The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


—= 


THE SCANDALS OF 1959 may go down in history 
as exactly what was needed to force the advertising 
fraternity to clean house. During the weeks before Christ- 
mas, we watched gradual changes taking place. Adver- 
tisers were beginning to be afraid of violating “good 
taste.” Not once were we forced to listen to the sacri- 
lege of using a religious carol as the background or 
theme for a raucous commercial. 

Stan Freberg’s wonderful burlesque, Green Chri$tmas, 
may have found its mark . the collective conscience 
of the advertising experts and merchants, who in the 
past have prostituted the spirit of Christmas in their 
worship of the fast buck. Let’s hope the trend toward 
reform continues. 

Many of the radio and TV commercials have been 
more restrained . . . but there hasn't been enough time 
to make changes. The laxative. bedroom and bathroom 
sequences are still irritating: the cigarette. soap and 
toothpaste spiels are still too obviously phony. 

The most encouraging sign of the times . . . is the 
change in attitude on the part of people in advertising. 
During the first shock of the exposures of quiz show 
rigging, disc jockey payola and untruthful commercials, 
most everyone was trying to find a goat. sidestep re- 
sponsibility or be above blame or suspicion. Now a few 
months later, most of the statements being issued severely 
condemn the things we all knew existed for many a year. 
even though we all proudly proclaimed that we had a 
“code of ethics.” 

Today the cries are: how can we clean up quickly 
enough to avoid government regulations . . . how can 
we overcome the public’s loss of faith in advertising 
. . . how can we repair the damage caused by advertis- 
ing’s lapse of morals? Even though most of us are 
individually pure. we can’t escape the blame of not 
having had sufficient guts to speak openly against those 
who were pulling or pushing advertising down hill. 
THE COMMENTS ABOVE lead naturally into a 
delicate subject. Most of the other forms of advertising 
have cohesive units. such as the Magazine Publishers. 
Newspaper Publishers. the Broadcasting Associations. 
etc. They can adopt a code of ethics and try to enforce 
it among their members. 

But direct mail is different. It has no all-embracing 
“cohesive unit.” The Direct Mail Advertising Association 
has only a pitifully small minority (2.100) as members 
among the hundreds of thousands of users of the mail. 
It has been considered difficult to try to enforce a code 
of ethics among those who are not members of the asso- 
ciation. It is true that direct mail has had better “polic- 
ing” than any other medium. We've had the Post Office 
Inspectors (bless them). 

But there is something sadly lacking in the direct mail 
field. What’s lacking? Courage to speak out plainly 
and protect the ethical operators from the stnears caused 
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by the unethical. We've been just about as weak-kneed 
as the other advertising associations. We've been brought 
up to think it’s not entirely cricket to criticize another 
worker in the advertising vineyard. To do so is sort of 
like spitting on the good old school tie. 

The DMAA Code of Ethics was approved formally 
by the membership at the Boston convention in 1954. 
But Jess Roberts. John Yeck and other members of the 
committee worked for three or four years through many 
arguments to get a final version which could be approved. 
What has been done about the code in the intervening 
five or so years? The real truth is practically 
nothing. So far as | know, only two members, advertising 
unethically and bragging about DMAA_ membership, 
have been requested not to renew membership. It is 
true that the big majority of members (practically all) 
are strictly honorable but the leadership has been 
inclined to believe that we couldn't do anything about 
our beautiful Code of Ethics with non-members: we 
would just have to stay quiet. | think that’s a lot of rot. 

I say it’s high time to take the kid gloves off the 
beautiful but dumb Code of Ethies for the direct mail 
field. Make it work for non-members of DMAA as well 
as members. Let’s stop being hesitant about criticizing 
and exposing the outright crooks and the shady operators 
who manage to stay just inside the line of legality. 

Here’s how we can start and The Reporter will 
start right now: One of the biggest blots on direct mail 
has been caused by the promoters of homework schemes 

. . people who promise to put you into the fabulous 
mail order business in an easy, safe and sure way. We've 
slapped their wrists occasionally in The Reporter 
but there has been no concerted action against: them. 
I think that an active Code of Ethics Committee. not 
swayed by timid lawyers, could help put all of the bums 
out of business before 1960 passes into history. 

During the past year... one incensed member of 
the DMAA has been quietly collecting evidence. joining 
franchise deals. corresponding with the racketeers and 
their victims. He has been aided by this reporter, He is 
just about ready to spill the story but it would be 
far better if the appeal to the authorities and the result- 
ing publicity were sponsored by the association rather 
than an individual and a trade magazine. 

During the past month, | have had a rare opportunity 
to inspect the complete correspondence file of the inno- 
cent people who were caught by the mail order franchise 
racket. The details are disgusting and frightening. It’s 
possible that these rackets do more harm. mentally and 
financially. than all the pornographic peddlers put  to- 
gether, 

In the mail order franchise racket, the promoter sets 
himself up as a mail order expert. He advertises in 
“business opportunity” columns of papers or magazines 
for inquiries about a plan for making money at home. 
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Or he makes large mass mailings to opportunity seekers. 
offering them franchises to operate a sure-fire home mail 
order scheme. 

When the sucker falls for the trap and pays his fran- 
chise or “good faith” fee . . . he gets a manual and learns 
that the next step is for him to sell the exact same fran- 
chise deal to other prospects. To do this he must buy 
imprinted prepared letters, order forms, etc. from the 
promoters, plus mailing lists of prospects. He doesn't stop 
to ask why the promoter doesn't mail such stuff himself 
and keep all the profit. Pretty soon the sucker finds out 
that other “favored distributors” are soliciting the same 
lists. Results are discouraging but. there’s a packaged 
“plan” involved in the deal. The promoter suggests that 
the disillusioned sucker follow the plan by buying and 
mailing a syndicated gift catalog to lists which he offers. 
That ends in disaster... for the cheap catalogs mailed 
by an unknown pull orders amounting to exactly nothing. 

We've read the pitiful letters of poor people whose 
hopes for an easy fortune were dashed . . . people who 
couldn't afford to lose their savings: paying for a fran- 
chise: for material; and for postage on absolutely futile 
mailings. The promoters, who at first promised personal 
counseling service, won't answer letters of complaint . . . 
nor will they accept telephone calls. 

It is a sordid business . . . and the deluge of unethical, 
illogical direct mail has done the medium much harm. 
I say it’s time for us to help the Post Office put these 
crooks out of business. (In some cases, local law enforce- 
ment officers could do it if they had the evidence.) 

There are actually not many originators of the fran- 
chise rackets but the hunt becomes complicated 
because of so many sucker-distributors selling the same 
thing as the originators. 

There are six principal culprits. Two of the worst 
operate oceans apart: one in California: one in a Long 
Island town: there is another bad one in New Jersey: 
one in Missouri: and two in Maasschusetts. (Both of the 
latter have at times been stopped by the Federal Trade 
Commission or local authorities. but they start up 
again under different names and locations.” Behind 
several of these outfits is a small New York advertising 
agency which supposedly helps to grind out the fraud- 
ulent appeals. There are several other franchise-catalog 
deals, but their operations are minor compared to the 
siX mass-operating originators. 

\s this first issue of 19600 goes to press. we are turning 
over our latest files on the situation to the Chief of the 
Inspection Division of the Post Office. with a request 
for action. Next month and the months following. we will 
stop being coy about mentioning names... when we are 
positive that we have correctly separated the innocent 
from the guilty, 

We think the DMAA and the Code of Ethics Committee 
should do the same... backed by every member. When 
cases of fraud appear . . . even borderline cases of 
misrepresentation ... the association should file a formal 
protest with the proper athorities and then publicize the 
fact of the protest. The resulting publicity would be the 
best part of the program .. . for we must find a way of 
reaching the poor people who are influenced by the 
franchise racketeers. | say let’s get tough with those 
whose mentality makes it psychologically impossible for 
them to be honest. 

Unless we in direct mail are willing to help clean 
house... we'll be faced in the months and years ahead 
with increased regulation and decreased public respect 
for our medium, 


ONE OTHER PROJECT which should get top priority 
in 1960 is: finding ways to induce more bright young 
people to enter the direct mail field. That subject was 
discussed seriously behind the scenes in Montreal and 
since then in numerous letters and conversations. With 
direct mail growing so rapidly . . . there are not enough 
new copywriters, program planners, etc. to go around, In 
most of the college advertising courses . . . other forms 
of advertising have been pictured as being more glamor- 
ous. The teachers in many cases have been helped by 
the trade associations . . . furnished working materials. 

In comparison, direct mail may seem to the young as 
a boring tiresome, unapplauded profession. That is not 
necessarily so. Direct mail can be exciting, as many of 
you know. We understand that the DMAA is tackling the 
subject. Paul Butterworth of United Business Service. 
210 Newbury St.. Boston 16. Mass. is chairman of a 
committee preparing promotion material for “Careers 
in Direct Mail.” If any of you have good ideas 
write to Paul. 


MISCELLANEOUS CONVERSATION BITS: Many 
of us were not surprised to see Edward N. Mayer, Jr. go 
back into direct mail. He just didn’t seem to be happy 

swallowed up in the big rambling advertising 
agency business. His association with Dickie-Raymond 
as vice president and manager of the New York office 
should be a happy one. § § § Too late! Pve known so 
many direct mail friends who planned partial retirement. 
or who promised to slow down . . . but waited until it was 
too late. Most recent sad case . . . Paul Bolton, our old 
buddy of Washington, D. C. Paul had planned to retire at 
the end of 1959 . . . had rented a place in Florida so he 
and Ruth could look around for a permanent spot. But 
death hit suddenly shortly before year’s end. § § § Another 
death caused sorrow. Charles E. Murphy died suddenly 
November 22. He had been elevated to Appellate Division 
of New York Supreme Court, but was just as friendly and 
down-to-earth as when he was president of the New York 
Advertising Club: counsel to the Advertising Federation 
of America and Sales Executives Club . . . or when he was 
working his way through law school by selling syndicated 
direct mail campaigns. We visited with him early last 
vear. He never got over his enthusiasm for direct mail. 
$$ § The name of Bill Power will no longer be associated 
with Chevrolet after January 1. 1960. He is retiring as 
advertising manager, to be replaced by Jack Izard, for- 
merly an assistant. In our book, Bill was (and is) the best 
howl-em-over inspirational speaker in the country. Even 
in retirement he should make a few major appearances 
every year. That's all for this month. § § $ One of our con- 
temporaries in the advertising trade magazine field re- 
cently railed editorially about the use of “gimmick mail- 
ings” by advertising media to influence agency space or 
time buying. Writer must have gotten out of the wrong 
side of the bed. In the same item, he advised getting facts 
over quickly, which is exactly what some of the clever 
gimmick mailings do. Good examples come frequently 
from Newsweek, Business Week, Nation’s Business, For- 
tune, Look and many others. There is no reason why 
media promotion should be dull. 


Good luck always, 


3 Bluff View Drive 
Clearwater. Florida 


Telephone: JUniper 4-3848 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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At TIDEWATER OIL COMPANY invoices and 
advertising material are gathered, inserted and mailed 
automatically every month by a PHILLIPSBURG INSERTER 


Phillipsburg Inserter installation at Tidewater Oil Co., Los Angeles 


Phillipsburg Inserter simplifies, speeds cycle billing! 


Manned by one operator, the Phillipsburg Inserter— with exclusive vacuum 
feed—stuffs invoices, credit cards, advertisements and return material into envelopes, seals, 
prints indicia, counts and stacks—at rates up to 6,000 pieces per hour! Pieces come off the 
machine fully processed ... accurately stuffed ... all ready for the Post Office. Tidewater 
is thus able to mail statements early, receive remittances promptly, audit on schedule and 


close cycles on time! 
Phillipsburg Inserter’s open feed eliminates 


stapling bills. Send coupon for complete details 


IMAGINATION 


~ Bell & Howell 
Phillipsburg 


PHILLIPSBURG. NEW JERSEY 
14 E. Jackson Bivd., Chicago 4, sil, 


Bell & Howell Phillipsburg Company 
14 E. Jackson Blvd., Chicago 4, IN! 


Please send Modern Mailing Through Mechanizatior 
brochure 
A basic application for my business 
Name 
Firm 
Street 
All businesses can save with the Phillipsburg inserter! City Zone State 
Mail coupon for Modern Mailing Through Mechanization brochure 
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Teading merchants + 


does print 
alone tell 
the whole 
story? 


NOT BY A LONG SHOT! 


Composition and expression of ideas are equally important 


in telling your story, and experienced printers and production 
men agree that the paper on which you print your message 
plays a vital role toward catching the reader’s eye and holding 
it. Fraser's Fra-Opaque has been a favorite of printers and 
production men for years—for this very reason. An economy 
paper of light weight, Fra-Opaque has inherent strength, 
high opacity and striking brightness...a paper guaranteeing 
the best professional results in all print production. Stocked 
and sold by leading Merchants. 


Write to Fraser at 420 Lexington Avenue, New York, N. Y., 
for a free Fra-Opaque sample book. 


Mills: 


Madawaska, Maine F R A Ss E R PA P E R 
Sales Offices: Li M ITE D 


New York 
Chicago 
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